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ABSTRACT
An empirical assessment of the overall effects of country of origin and product
type on the structural parameters of a purchase intentions model is undertaken.
First, it is theorized that (1) product involvement (2) perceived risk, (3) psychic
distance, (4) perceived product quality, and (5) national character will directly or
indirectly affect purchase intentions of imported goods. These constructs form
the operational framework for purchase intentions of foreign-made products,
which is presented in the form of a structural equation model. Secondly, it is
proposed that country of origin and product type may be viewed as global
experimental variables, thereby having a global experimental effect on the
parameters of the proposed model. Furthermore, it is posited that the global
experimental effect may differ with different levels of the global experimental
variables. In order to address this issue, two products: shoes and winter jackets,
and three countries: China, Germany, and India, are employed in the research
design as specific experimental variables. Covariance structural modeling is
utilized to test the proposed model under the six specific experimental
conditions. In order to analyze the data, a multi-sample procedure, using
LISREL VII (Joreskog and Sorbom 1989), was employed.

xiv
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CHAPTER ONE
RESEARCH TOPIC

Chapter One begins with an introduction to the research topic that
includes (1) a discussion of the recent increase in international trade and
(2) a presentation of the country-of-origin effect. This section is followed by a
presentation of the theoretical basis for the topic, which discusses how
information cues, product image, country image, and purchase intentions are
related. The purpose of the study is then discussed, followed by a statement of
the problem. The proposed conceptual model is introduced, the experimental
variables are explained and the research hypotheses are proposed. Concluding
this chapter is a discussion of the expected contributions of this research and a
brief outline of the organization of the study.
Introduction
Increase in International Trade
International relations have undergone significant changes in the past few
years as tensions between many countries have relaxed and, more often than not,
dialogue has replaced confrontation. In lieu of these changes, economic reform
and opening to the outside world have become global trends, with international
markets becoming important for industries throughout the world. Moreover, this
trend is not limited to developed countries. In an effort to accommodate the

1
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movement toward an integrated world economy one sees socialist countries, and
some of the developing countries, making an effort to restructure their
Economies while adopting an open door policy toward trade. As a result of the
movement toward an integrated world economy, international trade, as well as
the competition inherent in it, has dramatically increased. For example, in 1994
the total volume of foreign-made products in the world was estimated to be over
$2.5 trillion (International Monetary Fund [IMF] 1995). Furthermore, free trade
in the European Economic Community, with a population of 360 million, and in
the North American Free Trade zone, with a population of 380 million, is
expected to further increase competition among industries.
International trade is not new. It has existed for centuries, harking back
at least to the days of Marco Polo, who established trade routes with the East
while searching for the spices of China. However, the market has changed
considerably since that time. In the 1980’s and ’90s there has been a dramatic
increase in both the quantity and complexity of international business and the
enterprises established to perform these business functions have evolved at an
exponential rate. Consequently, even if a firm does not choose to compete in
international markets, its competitors in the domestic market often will be
subsidiaries of a foreign firm. In the United States, for example, Japanese firms
have an investment portfolio exceeding $18 billion and more than 200,000
Americans are employed by Japanese firms (Damanpour 1993). Thus, the
combined effects of peaceful interchange among nations and the recognition that

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

nations are interdependent has led to an increase in international trade. This, in
turn, has resulted in consumers from the United States being exposed to a
plethora of products from countries with diverse cultures.
Given that consumption is fast becoming a global phenomenon, local
suppliers no longer are guaranteed special status. Domestic preference is not
universal, nor can it be counted on to be resistant to marketplace changes. For
example, Americans’ views of their own products have been found to fluctuate,
being quite negative at times (ASQC 1980; Seaton and Vogel 1981; Stemquist
and Tolbert 1986). Furthermore, research has demonstrated that as consumer
knowledge of international products improves, bias against foreign products
tends to decrease (Damanpour 1985). Thus, as U.S. consumers increasingly
come into contact with product offerings from other countries, and as domestic
firms seek to expand their markets overseas, issues of national product images
and their effects on purchase intentions become ever more apparent.
Statement of the Problem
It has been argued that industries in the U.S. are gradually losing world
leadership and competitive advantage. This issue has been directed especially in
criticism of mature industries such as those involved with automobile, textile, and
apparel manufacturing (Gilmour 1988; Moskal 1988; Petersen 1988). Statistics
indicate that the competitive strength of U.S. businesses, when compared with
their foreign counterparts, is diminishing, and thus could negatively affect the
local economy. For example, in 1988 U.S. exports were estimated at $322 billion
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while in 1995 exports were estimated at $585 billion (International Trade
Association 1996). However, during the same time period, imports increased
from $441 billion to $743 billion (International Trade Association 1996).
The international competitiveness of domestic industry in the United
States is relevant to decision makers and to researchers. Thus, an emerging area
of interest to marketers is the need for a research agenda directed toward an
understanding of consumers’ reactions to imported products from various
countries of origin. A logical extension of the proceeding would be to attempt
to understand how such reactions influence purchase intentions. Concomitant
with the foregoing is the need to discern potential antecedents of purchase
intention of foreign products, as well as how the various relationships should be
modeled.
Statement of Objectives
The foregoing issues provide the focal point for this exploratory study. Its
objective is two-fold: first, an operational framework for purchase intentions of
imports is presented in the form of a structural equation model; second, the
experimental effects of two experimental variables on the parameters of the
structural model will be examined.
Countrv-of-Origin Overview
The primary research in this area of inquiry is termed country-of-origin or
country image studies. While this area of study spans a period of three decades,
insufficient theoretical underpinnings and methodological deficiencies have
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limited the utility of the research stream thus far (Bilkey and Nes 1982). Hence,
although these studies are relatively numerous, many of the studies are
descriptive (Bilkey and Nes 1982) and therefore lack generalizability.
The majority of research in this area of study has dealt with the origin
images of products, and the prevailing reference has been the label designating
the countiy-of-origin of the product (Bilkey and Nes 1982). Some researchers
contend that use of the "made-in" label has been an overspecialization; and they
admonish researchers to consider the perceived image of a nation and its people,
as well as the image of a product in future research (Han 1989; Papadopoulos,
Heslop, and Bamossy 1990; Papadopoulos, Heslop, and Beracs 1990; Wang and
Lamb 1983; Yaprak and Parameswaran 1986).
Countrv-of-Origin Effect
Cultural differences have been shown to exert a pervasive influence on
the environment between countries and the result is what is termed the countryof-origin effect (Schooler 1965; 1971; Reierson 1966; Nagashima 1970; 1977;
Lillis and Narayana 1974; Wang and Lamb 1980; Bilkey and Nes 1982; Lumpkin,
Kim and Crawford 1984; Johansson, Douglas and Nonaka 1985).
Dichter (1962, p. 116) wrote that "the little phrase ’made-in...’ can have a
tremendous influence on the acceptance and success of products," and
Nagashima defined the "made-in" image as:
The picture, the reputation, the stereotype that businesses and
consumers attach to products of a specific country...(having) a
strong influence on consumer behavior in the international market
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as it is associated with mass communication, personal experience,
and views of national opinion leaders. (Nagashima, 1970, p. 68).
More recently, the countiy-of-origin effect has been defined as "buyers" opinions
regarding the relative qualities of goods and services produced in various
countries (Bilkey 1993, p. xix). It is apparent, then, that it is the consumer’s
perception of the relative quality of goods and services produced in various
countries that is the important factor to be considered.
The primary aspect of the countiy-of-origin effect is that consumers form
an image of various countries and their products, which in turn, may affect
purchase behavior. Research has demonstrated that a consumer’s image of the
countiy in which a product was made influences the evaluation and, in some
cases, the purchase intention of products from a given countiy (Bilkey and Nes
1982; Erickson, Johansson, and Chao 1984; Johansson, Douglas and Nonaka
1985; Darling and Arnold 1988; Han and Terpstra 1988; Hong and Wyer 1989;
Thorelli, Lim and Ye 1989; Papadopoulos, Heslop and Bamossy 1990; Roth and
Romeo 1992; Baughn and Yaprak 1993; Chao 1993).
The implications of the foregoing should be apparent: in a given purchase
or consumption situation, U.S. consumers often evaluate products from a countiy
with economic, political, and social orientations which may be significantly
divergent from those of the domestic market. Furthermore, consumers may
evaluate imported products in a manner quite different from the way they look
at domestic products. Thus, in a given purchase or consumption situation,
consumers will evaluate a product based on the information that is available,
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including the countiy of origin. This phenomenon provides the basis for the
research presented in this paper.
Theoretical Basis
Information Cues
From a theoretical perspective, products may be viewed as an array of
cues, often classified as either intrinsic or extrinsic (Szybillo and Jacoby 1974).
Intrinsic cues comprise the physical composition of the product and include such
attributes as artisanship and styling. A product’s price, prestige, endorsements,
brand name, manufacturer, and a level of advertising, as well as the country of
origin, are all examples of extrinsic cues.
Although dissociated from the actual physical composition of the product,
extrinsic cues are relevant since they communicate information about the quality
of the product offering (Han 1988; Zeithaml 1988). According to Cox (1962),
the consumer’s task when evaluating a product is to use cues from the collection
available as the basis for making judgments about the product. Thus, consumers
evaluate products based on cues that are available and considered to be
appropriate. One such cue is the country of origin of the product.
Countrv-of Origin Information Cues. The Tariff Act of 1890, and all
subsequent tariff acts, have required U.S. imports to be marked with the countiy
of origin of the product. The purpose of this marking requirement is to provide
consumers with information to help them reach more informed purchase
decisions. These made-in markings also serve as nontariff barriers to trade since
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consumers preferring to buy domestic are able to identify and purchase domestic
products (Samter 1986).
One criticism of countiy-of-origin research has been that most consumers
do not examine, or even notice, product labels, and therefore the issue of
product origin becomes inconsequential. However, according to Papadopoulos
(1993), origin cues are not limited to a product label but are available to
consumers in a much broader set of circumstances. Table 1.1 summarizes what
Papadopoulos (1993) categorizes as some of the main manifestations of the
origin cue.
Product Image
Based on the consumer’s perception of the available and appropriate
information cues, an image of the product is formed (Nagashima 1977; Wang
and Lamb 1983; Han 1989). This image represents a collection and a judgment
of both intrinsic and extrinsic attributes, (some of which were discussed above),
of the product based on the feelings, ideas, and attitudes consumers have toward
a product. Images have been found to influence the decision process of
consumers (Percy 1993). Furthermore, since an image comprises both rational
and emotional elements, the perceived image of a product may differ from
intrinsic reality (Breuil 1972).
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TABLE 1.1
Categories of Origin of Cue
Embedded directly into the brand
name

Alitalia airline, Nippon Electric
appliances

Indicated indirectly through the brand
name

Lamborghini is Italian, Toyota is
Japanese

Indicated directly or indirectly in the
producer’s company name

Nippon Steel, Sumitomo

Promoted expressly as a significant
part of or as "the" brand’s unique
selling proposition

Direct use of country image. Adapting
country image to company image.
Lateral transfer of image to an
unrelated product Playing on a reversenegative stereotype. Industrial
marketing

Included as the centerpiece or a part
of package design

Use of nation’s flag or other symbol

Used in connection with a company’s
sales force or other service people

Domino’s Pizza delivery personnel in
Japan wear red, white and blue.

Associated, directly or indirectly, with
well-known representative symbols of
the origin country

American Eagle, Chinese Panda Bear

Related to regions

Scotch whisky, California wines
Bohemian crystal

Provided by third parties

Educators, media, cultural events,
friends and associates
(Adapted from Papadopoulos 1993)

Seraf (1964) posits that one component of a brand or product image is
the image of the producer. However, according to Marion and Michel (1986), a
company does not have complete control over the image of its brands, or even
the image of the company itself. These researchers contend that there are three
levels to an image: (1) desired image, which refers to the image that the firm
strives for as part of its strategic planning process; (2) diffused image, which is
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the image conveyed by employees and agents of the company; and (3) registered
image, which is the image that is held by consumers. The components of these
various types of images are presented in Table 1.2.
TABLE 1.2
Tri-Level View of Image
Imaee Level

Brand Image

Companv Image

Country Imaee

Desired

Positioning Strategy
(brand-product
managers)

Institutional
corporate strategy
(board o f directors
top executives)

National strategy
(government, political
leadership)

Diffused

Brand name,
advertising,
packaging, end-user
prices, distribution,
other mix variables

Publicity, public
relations stakeholder
relations, institutional
advertising

Economic/social
programs industrial
subsidies, education,
tourism/investment
promotion

Registered

(above plus-) Wordof-mouth, experience
from use competitive
actions publicity

(above plus-) Wordof-mouth, media
trade unions,
competitive and
government actions

(above plus-) History,
foreign government
and competitor
actions, consumer
experiences from
visits media, word-ofmouth

(Adapted from Graby 1993)

Countries as Producers and Products
It has been suggested that, from an international marketing perspective,
countries may be viewed as corporate entities and, by extension, products
(Morello 1993; Wee, Lim and Tan 1993). These researchers contend that
countries are investment products, vying for foreign investment. In addition to
this view, a country can also be likened to a company and, as such, it has an
image (Graby 1993).

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

11

The tri-level view of image can thus be applied to a country in the same
way it is applied to a company or a brand (Marion and Michel 1986). As
discussed by Graby (1993), a country’s registered image is the result of: (1) its
products, which range from exports to cultural products, (2) the effects of
external elements and, (3) the economic, political, and social environments of
the country, as perceived by others.
Country Image
Given the viewpoint that countries may be viewed as products in the
international arena, one would surmise that consumers could view them from the
perspective of extrinsic and intrinsic cues. Furthermore, these cues include not
only the country’s product offerings, but also the characteristics of the country
and its people that are available and considered to be appropriate for evaluative
purposes. Thus, one could infer that an image of a country could be formed.
Furthermore, as is true with traditional products, the image may be made up of
both rational and emotional elements (Nagashima 1977; Bilkey and Nes 1982;
Wang and Lamb 1983; Roth and Romeo 1992). Moreover, once these country
images are formed, they have been found to be fairly stable and less amenable to
change than views toward a company or brand (Scott 1965).
Purchase Intentions
According to the Theory of Reasoned Action (Fishbein and Ajzen 1975),
attitudes affect intentions, for example, purchase intentions. A consumer may
prefer a product based on his attitude toward the manufacturer of the product
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or the country from which it originated. This phenomenon results in
preferences, which consequently affect purchases.
One of the basic assumptions of the Theory of Reasoned Action is that
consumer behavior is just one type of an individual’s behavior, and therefore it
will be homogeneous with other behavioral aspects. In other words, as attitudes
affect intentions, intentions affect actions. The act of purchasing a product is a
result of the consumer’s intention to do so. The same theory may be applied to
the action of purchasing from a given country.
The choice among products is, therefore, a function of the relative
strength of the consumer’s intentions toward the product. Likewise, the choice
among countries is a function of the relative strength of the consumer’s
intentions toward purchasing imports from the country. According to Fishbein’s
conceptualization subjective norms, and attitudes of the consumer, determine the
consumer’s intentions to buy or use a particular product and/or purchase a
product from a given country. Furthermore, the attitude and subject norms are
determined by salient behavioral and normative beliefs (Fishbein and Ajzen
1975).
Proposed Conceptual Model
Structural Model
The primary objective of the research is to test a model of purchase
intentions. Specifically, the dissertation incorporates constructs that are
postulated to have a direct and/or indirect effect on purchase intentions when
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the product being considered is from a country of origin other than the
consumer’s home country. The proposed structural model contains six
theoretical constructs. As will be discussed later, it is proposed that (1) product
involvement, (2) perceived product risk, (3) psychic distance,
(4) perceived product quality and (5) national character will directly and/or
indirectly affect (6) purchase intentions. Table 1.3 specifies how these concepts
are theorized to be related.
TABLE 1.3
Hypothesized Relationships
For Theoretical Model
Hypothesized Relationship

Path

Product Involvement-Product Quality

Yu

Product Involvement-National Character

Y21

Product Involveraent-Purchase Intention

Y31

Risk-Perceived Product Quality

Y 12

Risk-National Character

Y22

Risk-Purchase Intention

Y32

Psychic Distance- Product Quality

Y13

Psychic Distance-National Character

Y23

Psychic Distance-Purchase Intention

Y33

National Character-Purchase Intention

0\2

Perceived Product Quality-Purchase Intention
National Character-Product Quality

032

The proposed structural model is important to understand. However an
important hypothesis for the proposed research concerns the impact of two
experimental variables on the structural model. Specifically a primary aspect of
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the proposed research is the experimental impact o f (1) product type and (2)
countiy-of-origin on the parameters of the structural model.
Global Experimental Model.
Since countiy-of-origin and product type are experimental variables, they
are exogenous to the structural model depicted in Figure 1.1 and therefore not
explicitly included. As will be discussed in a later section, country-of-origin and
product type may be viewed as global experimental variables (GEV), and the
effect that they have on the structural model presented in Figure 1.1 is termed
the global experimental effect (GEE).
In order to study the impact of the two experimental variables employed
for the research, the global experimental model is presented in Figure 1.2. As
indicated, the global experimental model encompasses the structural model as
well as the effects of the two experimental variables, country-of-origin and
product type.
However it would be illogical to ask the question, "What do you think of
"a product" from "a country?" Consequently, questions for the research must be
asked about a specific countiy/product combination. Thus the unique
country/product combination may be viewed as a Specific Experimental Effect
(SEE). The conceptulization for the specific experimental effect is presented
below.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

15

Product
Involvement

Perceived
Product
Quality
Purchase
Intention
Perceived
Risk

National
Character

Psychic
Distance

!7igure 1.1. Theoretical Model

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

16

Globa!
imental
Bqjerin
Effects

Global
im ental
Percefved
RBc

PsycWc
Distance

Global
imental

Figure 1.2. Global Experimental Effects on Structural Model

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

17

Specific Experimental Effect
A logical progression of the preceding discussion is that the global
experimental effect may be found to differ with different global experimental
variables. Consequently, consideration is given to more than one experimental
condition. The effect of the global experimental variables at different levels may
be viewed as a specific experimental effect.
In order to better understand the effects of the two global experimental
variables (country-of-origin and product type), this study will use two levels of
products (shoes and winter jackets) and three levels of country-of-origin (China,
Germany, India). Therefore, there will be six specific experimental effects
examined: (1) the specific experimental effect of China as the country and Shoes
as the product, (2) the specific experimental effect of China as the country and
Winter Jackets as the product, (3) the specific experimental effect of Germany as
the country and Shoes as the product, (4) the specific experimental effect of
Germany as the country and Winter Jackets as the product, (5) the specific
experimental effect of India as the country and Shoes as the product and, (6) the
specific experimental effect of India as the country and Winter
Jackets as the product.
Figure 1.3 presents the structural model in relation to the experimental
conditions considered for the current research. In order to investigate the
relationships between the six constructs presented in Figure 1.3 and the potential
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specific experimental effect of product type and country-of-origin, the study will
employ a multi-sample structural equation research design.
Hypotheses
The study will examine four hypotheses, which are presented below.
HI: The Global Experimental Model will have an adequate fit
under all country/product specific conditions.
Some studies related to perceived product quality of nondomestic
products have reported that consumers do not have a stereotypical view of all
the products from a given source country and that consumer attitudes toward
specific products, as well as product classes from a country, may differ from
national stereotypes. For example, Reierson (1966) found significant
differences in consumer attitudes across product classes as well as toward specific
products from a country.
Other studies have reported that overall positive attitudes toward
products from a country do not necessarily translate into favorable product
evaluations for specific products (Halfhill 1980; Yaprak and Parmeswaran 1986).
Moreover, for consumer products, the ratings among countries have been found
to differ for different product characteristics (Johansson, Douglas and Nonaka
1985). Hence the following hypothesis is offered.
H2: The path (3n in the Global Experimental Model will be
significant.
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Based on a literature review by Bilkey and Nes (1982) and a meta-analysis
by Liefeld (1993), a hierarchy of countries has been reported. According to
Liefeld’s meta-analysis, products made in the U.S. were perceived as having the
highest quality, products from West Germany and Japan received the next
highest ratings, followed by products from other North European countries.
Products from Southern Europe, Pacific Rim countries and Eastern European
countries comprised the next group. Products with the lowest perceived quality
were from South American and other Asian and African countries. It becomes
apparent from the preceding country-of-origin impacts the perceived quality of
products. Hence, the following hypothesis is offered.
H3: The path jS32 in the Global Experimental Model will be
significant.
Recently, researchers have begun to examine the attitudes of consumers
toward not only the products from a country, but also toward the country itself
and the citizens of the country (Heslop and Papadopoulos 1993). For example,
these researchers present findings that indicate that "good" products are viewed
as being produced by industrious, likeable and trustworthy people with refined
tastes, and who are admirable for their role in world politics (Heslop and
Papadopoulos 1993). Their findings also provide empirical validation for Marion
and Michael’s (1986) tri-level conceptualization of image.
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For purposes of the current study, the perceived characteristics of the
citizens of a country will be termed national character. Thus, the following
hypothesis is presented.
H4: The path /3 12 in the Global Experimental Model will be
significant.
Expected Contributions of Proposed Research
Theoretical Contributions
Insufficient theoretical underpinnings, as well as methodological
deficiencies have limited the utility of country-of-origin studies (Bilkey and Nes
1982). It is only recently that researchers have begun the process of developing
theoretical frameworks directed at understanding the role that the country of
origin cue plays in determining consumer purchase intentions (Erickson,
Johansson and Chao 1984; Johansson, Douglas and Nonaka 1985; Zeithaml
1988; Hong and Wyer 1989; Obermiller and Spangenberg 1989; Schellinck 1989a;
1989b).
If better understanding of the extent to which country and product impact
parameters of the proposed model of consumer behavior can be achieved, then a
better understanding of the consumer decision making process, including
purchase intention regarding products of foreign origin will result. This
knowledge should contribute to the development of theory in this area. The
specific academic areas that may benefit from research in this area include:
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(1) consumer behavior, (2) international trade (3) marketing, (4) marketing
management, (5) strategy, (6) public polity making and (7) marketing research.
Managerial Contributions
According to Kotler (1980), a marketing strategy "is a consistent,
appropriate, and feasible set of principles through which a particular company
hopes to achieve its long-run customer and profit objectives in a particular
competitive environment" (p. 272). However, the international environment is,
in itself, a complex and dynamic arena, accompanied by the continuous
interaction of political and socio-cultural variables. Furthermore, although
technological advances in transportation and communication have resulted in the
bridging of physical distances between nations, sociocultural distances remain.
As a result, the uncertainty, and therefore the risk, surrounding marketing
decisions regarding the effective allocation of marketing expenditure, tends to
increase when potential trade partners consist of countries with different
economic, cultural, and political environments. In addition, the prediction of
change within a given industry becomes more difficult. Furthermore, given the
dynamic nature of the competitive environment, an efficient and effective
marketing strategy at one particular time may not be efficient and effective at
another point in time.
Thus, the results of this study will be beneficial to managers in their
strategic planning process. Furthermore, since competitors in the domestic
market are often subsidiaries of a foreign firm, the issue is relevant not only for
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firms competing in international markets but also for firms choosing not to
compete internationally.
Organization of the Study
The proposed study will be divided into four parts. Chapter One presents
an introduction to the research.

Chapter Two will present a literature review

that focuses on several theories relevant to the study. Chapter Three will discuss
the results of the pretests as well as the methodology used for the main study.
Chapter Four presents the data analysis and interpretation and Chapter Five
presents conclusions, implications and recommendations for future research.
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CHAPTER TWO
LITERATURE REVIEW

The objective of this chapter is to review the literature relevant to the
proposed dissertation topic, identify major issues within the research area, and
describe the marketing domain and the means by which the research will make a
contribution.
Chapter Two is organized as follows:
• areas of literature relevant to the proposed research topic are
reviewed;
• model constructs which are proposed to contribute to purchase
intention are examined; and
• a summary is given of the literature reviewed.
Some studies of relevant country-of-origin factors are presented and
discussed below. In the following section, literature relevant to each of the six
constructs is reviewed.
Countrv-of Origin Studies
Foundational Studies
Dichter (1962, p. 116) wrote that "the little phrase ’made-in...’ can have a
tremendous influence on the acceptance and success of products." Since the
time that Dichter made his observation, research in the area of countiy-of-origin
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effects on product perceptions has escalated. The issue has been addressed from
various perspectives, beginning with Schooler’s (1965) study which identified
product-origin bias on the basis of evaluation differences of products that were
identical except for made-in labels.
A summary of the findings of Etzel and Walker (1974), Gaedeke (1973),
Kincaid (1970), Lillis and Narayana (1974), Nagashima (1970), and Reierson
(1966) leads to the conclusion that consumers generally stereotype products
based on information about the country of origin. Furthermore, perceptions of
product quality have not been limited to consumer goods. White and Cundiff
(1978) found that industrial buyers also assess the quality of industrial products
differently according to information about the country of origin. Studies by
Nagashima (1970; 1977) confirmed this national-origin stereotyping and also
revealed a dynamic aspect involved within industrial consumers’ perceptions.
Review of the Literature Bilkev and Nes (1982)
Bilkey and Nes (1982) provided a thorough review of studies regarding
countiy-of-origin effects on product evaluations and pointed out the major
weaknesses in previous research. The majority of the literature reviewed by
Bilkey and Nes (1982) substantiates the countiy-of-origin effect on product
evaluations. Major findings of their literature review include the following
points:
• Most of the studies reviewed sought to identify whether consumer
perceptions toward products made in specific foreign countries were
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positive or negative—without regard to why consumer perceptions
toward a specific country’s product(s) were formed or how these
viewpoints were generated;
• People do hold stereotypical images about various countries;
• These images do change over time, with increased knowledge about a
country;
• These images affect the way in which the countries’ products are
evaluated;
• There is a tendency for consumers to exhibit a strong preference for
domestic products;
• Products from a country with a high degree of economic development
tend to be evaluated more highly than products from a country with a
low degree of economic development;
• Products made in separate highly developed countries are not
evaluated equally;
• The magnitude of negative biases decreases as the perceived similarity
to the source countries’ belief systems increases;
• Product evaluation is affected by the cultural and political climate of
the source country;
• Demographic variables (i.e., age, gender, educational level, and
ethnicity) affect country-of-origin bias;
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• A given country’s products may be evaluated differently when viewed
by consumers from different nations;
•

Psychographic variables influence bias toward a given country’s
products;

•

Bias differs between product types from a given country;

• Attitudes toward a foreign product may be improved through
promotion;
•

Domestic products generally have less perceived risk than foreign
products, when the person doing the evaluation is from a developed
country;

•

Perceived product risk varies among countries of origin;

• The country-of-origin effect is not limited to consumer buyers;
organizational consumers have been found to perceive differences in
product quality based on knowledge of the product’s origin; and
• A weakness of the research to date was that most studies were
primarily single-cue and therefore lacked methodological adequacy.
Current Country of Origin Research
Since the time of the Bilkey and Nes (1982) literature review, research in
the area of country-of-origin has taken on several new avenues. There have
been several multiple-cue studies (Han and Terpstra 1988; Heslop, Liefeld and
Wall 1987). New methodological procedures, such as structural equation
analysis, are being employed (Bamossy and Papadopoulos 1987; Papadopoulos,
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Marshall, and Heslop 1988), thus overcoming some of the methodological
limitations inherent with some of the early descriptive studies.
Researchers have attempted to delineate the various facets of country of
origin image (Papadopoulos, Heslop and Bamossy 1990; Parameswaran and
Pisharodi 1994). Roth and Romeo (1992) investigated the match
(favorable/unfavorable) between a product category and country image
perceptions. These researchers report that willingness to purchase an imported
product is related to the importance of country image for the product category.
Thakor and Kohli (1996) go beyond country of origin and advance the
conceptualization of brand origin. Since the time of the Bilkey and Nes (1982)
review, Liefeld (1993) and Peterson and Jolibert (1995) have published meta
analysis of country of origin effects. The Peterson and Jolibert (1995) study
provides empirical evidence as to effect size in country o f origin studies.
According to Tan and Farley (1987), country of origin studies are the most
researched aspects of international consumer behavior.
The following sections contain a summary of the literature as it relates to
each of the six individual constructs in the theoretical model. The constructs
include (1) product involvement, (2) perceived risk, (3) psychic distance,
(4) perceived quality, (5) national character and, (6) purchase intentions.
Involvement
Involvement is an area that has received considerable attention in
contemporary consumer behavior literature. Recently, there have been several
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studies which have addressed the differential effect of the country of origin cue
with high involvement products (Erickson, Johansson and Chao 1984; Han 1988;
1989; Johansson, Douglas and Nonaka 1985).
Several definitions of the construct have been presented (Aasael 1981;
Kassaijian 1981; Tyebjee 1979). Most definitions found in the marketing
literature derived from early work on ego involvement by the Sheriff and their
colleagues (Sherif 1980; Sherif and Cantril 1947). Sherif and Cantril related
involvement to the individual’s ego, which they defined as a constellation of
attitudes toward things dear to an individual. According to Sherif and Cantril
(1947), when a stimulus is related to things dear to an individual, the individual’s
ego gets involved with the stimulus. Thus, involvement would exist whenever an
issue or object is related to the distinctive cluster of attitudes and values
constituting a person’s ego. This view is evident in the following definition of
involvement offered by Rothschild (1984):
an unobservable state of motivation, arousal or
interest evoked by a particular stimulus or situation
[having] drive properties; its consequences are types
of searching, information-processing and decision making.
(Rothschild 1984, p. 217)

Much of the research in the area has focused on individuals’ level of
product involvement (c.f., Bloch 1981; Houston and Rothschild 1978; Lastovicka
and Gardner 1979; Laurent and Kapferer 1985; Mitchell 1979; Zaichkowsky
1985). However, the literature implies that people may be involved with
concepts other than products and brands (Clarke and Belk 1979; Howard and
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Sheth 1969; Hupfer and Gardner 1971). For example, consumers may be
involved with advertisements (Krugman 1965) and with activities or behaviors.
Differences may also be found regarding the amount of external search effort
and the number and type of cognitive responses generated during exposure to
advertising Krugman 1965).
According to Kassaijian (1981), consumers with different levels of
involvement are likely to have different purchasing patterns. For example, it has
been hypothesized that product involvement results in a greater perception of
differences in attributes, a perception of greater product importance, and greater
brand loyally (Howard and Sheth 1969). The involvement level has also been
found to affect the extensiveness of a consumer’s purchase decision process.
The number of attributes used to evaluate brands and the length of the choice
process indicate the extensiveness of the purchase decision process. Thus,
involvement with different objects leads to different responses on the part of the
consumer.
According to Zaichkowsky (1985), involvement is defined as "a person’s
relevance of the object based on inherent needs, values, and interests" (1985, p.
342). In other words, level of involvement is a function of (1) the person, (2)
the situation, and (3) the object. Furthermore, involvement may be influenced
by all or any of these three factors (Zaichkowsky 1985).

Laurent and Kapferer

(1985) assert that, since involvement is a theoretical concept, it must be inferred
from its alleged determinants. According to Laurent and Kapferer (1985), there
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are five determinant factors of involvement, which they define as: (1) interest in
the product category, (2) enjoyment or pleasure derived from the product
category, (3) perception of self-expression through product category, (4) the
stake component of perceived risk, and (5) the subjective probability component
of perceived risk.
Rothschild (1979a, 1979b, 1984) and Houston and Rothschild (1978) have
delineated three types of involvement: (1) situational involvement, (2) enduring
involvement, and (3) response involvement. Response involvement represents
the complexity or extensiveness of consumer decision making and thus refers to
the consequences of the inner state of being involved. Situational involvement
reflects product involvement that occurs only in specific situations, such as a
purchase situation. Enduring involvement represents an ongoing concern with a
product that continues beyond specific situational influences (Houston and
Rothschild 1978; Laurent and Kapferer 1985; Rothschild 1979). Both situational
and enduring involvement represent a state of arousal and product interest, but
they differ in their motivations and in the temporal pattern of their occurrence
(Richins and Bloch 1983, 1986).
For example, when the perceived risk involved with a product is high,
consumers may be motivated to engage in extended search activities in order to
minimize the perceived risk and maximize the outcome of the product/purchase
decision. However, although the consumer may have exhibited high situational
involvement, after the purchase decision has been made, the consumer
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motivation to search for information related to the product declines (Richins and
Bloch 1986). Conversely, with enduring involvement, the involvement level is
dependent on the degree to which the product is perceived as relating to the self
and/or the hedonic pleasure that one receives from the product (Bloch and
Richins 1983; Laurent and Kapferer 1985). Although most consumers have few
products with which they exhibit enduring involvement, Bloch, Ridgway and
Sherrell (1989; 1986) note that individuals may browse as a form of ongoing
search for information acquisition.
Kassaijian (1981) incorporated the study of involvement with the decision
to purchase. According to Kassaijian (1981), consumers with different levels of
involvement could be expected to exhibit different purchasing patterns. For
example, research indicates that highly involved individuals tend to make finer
distinctions among similar stimuli than lower involved individuals and highly
involved consumers have been found to use more dimensions to evaluate stimuli
than lower involved consumers (Lastovicka and Gardner 1978). Houston and
Rothschild (1978) had the same finding and, in addition, found that highly
involved consumers have a wider latitude of rejection on each of the dimensions
considered. Thus, there is evidence that the evaluative complexity that
individuals go through is affected by their level of involvement.
Several studies have also found that an individual’s level of involvement
may influence his or her product and/or purchase related behaviors. For
example, Clarke and Belk (1978) found evidence that an individual puts forth
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more time and effort when confronted with high involvement purchase
situations. Behavioral intentions have beeb found to be more closely related to
actual behavior in high-involvement situations and highly involved individuals
have been shown to exhibit greater brand loyally (Jacoby 1971).
The existing literature in the area of involvement indicates its importance
to the area of consumer behavior. Its significance is recognized by Antil (1984)
when he notes that involvement is frequently mentioned as an important, (or
potentially significant), variable when investigating information processing, brand
choice behavior, brand loyalty, attitude measurement, or cognitive structure and
responses.
Consumers with different levels of involvement utilize cues differently for
information processing and attitude formation. Since country of origin serves as
an extrinsic cue, one could infer that consumers with different levels of
involvement with a product would evaluate the product differently based on
knowledge of the product’s origin. Furthermore, the evaluation would include
perceptions of quality. Additionally, as hypothesized in Figure 1.1 in Chapter
One, one would expect that the level of involvement would influence purchase
intention directly, and/or affect purchase intention due to the perceived quality
of a product.
In summary, although the term involvement has been applied to diverse
situations and objects in various research areas, it is generally agreed that
involvement refers to consumers’ subjective perceptions of the personal
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relevance of an object, activity, or situation (Zaichkowsky 1985a, 1985b). As
such, involvement may be considered to be an individual difference variable that
has motivational qualities. Consequently, the importance of the country of
origin as a cue would be expected to differ among consumers with differing
levels o f product involvement. For purposes of the current research,
involvement is measured via the personal involvement inventory proposed by
Zaichkowsky (1985b).
Perceived Risk
Bauer (1960,1967) introduced the concept of perceived risk into the
Consumer Behavior literature. According to Bauer’s conceptualization, risk is
inherent in consumer behavior, since any action by a consumer produces
consequences which cannot be anticipated with certainty. Moreover, not all of
these consequences will be positive; and some may be quite negative. According
to Bettman (1973), the amount of perceived risk is likely to be greater (1) when
there is little information about the product category; (2) when the consumer has
little experience with brands within a product category; (3) when the product is
new; and/or (4) when the consumer has little self-confidence in his or her ability
to evaluate the quality of a product.
Some empirical studies relating to perceived product risk have utilized
the uni-dimensional measure of overall risk (Arndt 1967; Capon & Burke 1980).
Other studies have taken a multi-dimensional view of the construct ( Bauer 1960;
Cunningham 1967; Jacoby & Kaplan 1972; Lutz & Reilly 1973; Taylor 1974).
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Studies on perceived risk usually involved subsets and/combinations of the
following six aspects of risk:
1. Performance risk: the risk that the product(s) may not perform to the
expected standards.
2. Physical risk: the risk that the product(s) may be cause bodily harm
and/or be injurious to one’s health.
3. Psychological risk: the risk that the product is not beneficial to the
consumer’s self-concept.
4. Social risk: the risk that the product(s) may result in others’ having a
negative perception of the consumer (i.e., due to use or ownership of
the product).
5. Financial risk: the risk that the product is not worth the price paid for
it and/or its maintenance costs are too high.
6. Time loss risk: the amount of inconvenience involved in product
acquisition, upkeep, and replacement.
According to Cunningham (1967), consumers are able to recognize
explicitly that there is risk involved in the purchase of products and that such
risk varies by product category. Risk perception has been found to be greater
when the product is relatively expensive, important, and technologically complex
and when the consumer has limited information about the product category
(Bettman 1973).
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Perceived risk may be viewed as a function of the consequences and the
uncertainties associated with consumer purchases. According to Bennett and
Harrell (1975), the consequence aspect is related to the belief component, while
the uncertainty component may be viewed as an inverse of the buyer’s
confidence. That is, the more confident a consumer is of the appropriateness of
a given purchase situation, the lower the perceived risk will be. And, conversely,
the less confident a consumer feels regarding the appropriateness of a given
purchase situation, the higher the perceived risk will be.
Research indicates that the consumer’s perception of risk is greater
when the purchase consideration involves products made in a country which he
or she perceives as having a low image (Gaedeke 1973; Nagashima 1970; 1977;
White 1979; Bilkey and Nes 1982; Cattin, Jolibert and Lohnes 1982). Product
evaluation has been shown to decrease when the perception of risk increases
(Bauer 1960) and, moreover, the willingness to purchase a product has been
found to be inversely related to the perception of risk in a given purchase
situation (Bauer 1960). These findings lend further support for the structural
model in Figure 1.1 in Chapter One.
Psychic Distance
Psychic distance refers to how similar/dissimilar two nations are in regards
to non-product related (e.g., cultural, economic, political) variables (Yaprak and
Parameswaran 1986). Tajfel (1981) argues that nation perception is a task of
social categorization, and that such representations tend to be biased so as to
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contribute to the creation and maintenance of a positive social identity by the
observers.
Social Identity Theory
According to Social Identity Theory (Festinger 1954), people are
motivated to view members of their own and similar social groups in a more
positive light (in-group favoritism) than members of out-groups. This, in turn,
bolsters the self-image of the in-group (Tajfel 1981). Social identity is defined as
a sense of belongingness, rather than regular face-to-face interaction with group
members. Therefore, this theory applies to clearly circumscribed social groups,
for example: college students and physicians, as well as broad social categories
such as gender and race.
Applied to the current research, this approach would suggest that people
from one nation would consider themselves to be members of the in-group while
other nations would comprise the out-group. Specifically, social identity theory
(Festinger 1954) leads to the premise that United States consumers would
perceive a person from a less-similar culture in a more negative light than a
person from a more-similar culture. Consequently, one would expect U. S.
consumers’ perceptions of the psychic distance to be less between their nation
and a nation with similar cultural, economic, and political environments.
Conversely, one would expect the perception of psychic distance to be greater
between the U.S. and a nation with less similarity to the U.S. in terms of
cultural, economic, and political environments.
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Tajfel (1981) notes that a self-enhancement bias leads people to magnify
distinctions between their nation and other similar nations. Moreover, people
tend to place more weight on those criteria by which their country outperforms
similar nations. Forgas and O’Driscoll (1984) found empirical support for those
ideas.
The psychic or cultural distance between a consumer’s host culture and
that from which an import originates has been found to influence product
evaluations (Papadopoulos and Heslop 1989; Yaprak and Parmeswaran 1983;
Darling 1987; Han 1989). Moreover, general issues of trade arise due to the
perception of psychic distance between countries. For example, there may be
trade restrictions due to differences in political ideology between nations. Some
studies which lend credibility to the psychic distance construct are presented and
discussed below.
Environment of the Source Country
According to Wang and Lamb (1980; 1983), a countiy’s cultural,
economic, and political environments are factors that should be considered as
significant explanatory variables of consumer biases toward foreign products.
According to their findings, the willingness of U.S. consumers to purchase a
foreign product was determined by the economic, political, and cultural
environment of the source country.
Economic Environment. Wang and Lamb (1980; 1983) found that U.S.
consumers were willing to purchase products from developing countries that
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were considered to be politically free, but not from Latin American and Asian
developing countries, which were less developed economically. Furthermore,
their findings tend to indicate that U.S. consumers do have negative
predispositions toward developing countries, due to greater perceived psychic
distance.
Other studies corroborate that U.S. consumers do differentiate products
based on environmental characteristics of the source country’s origin.
Furthermore, this finding is not limited to consumer markets. In a study of
purchasing agents, Crawford and Lamb (1981) found that the level of economic
development, as well as political freedom of a nation, did influence industrial
buyers’ willingness to purchase from a country. Chasin and Jaffee (1979)
examined U.S. industrial buyers’ attitudes toward goods from Eastern European
countries. The results demonstrated that domestic products were considered
superior to those of the five nations tested. The authors suggested that these
preferences may be due to a halo effect, since less than 30% of the sample had
business dealings with these countries and that without experience upon which to
evaluate products of a given origin, a consumer may transfer attitudes from the
country itself to imports from that country. This conclusion reinforces the
concept of country images providing a strong basis of evaluation if first-hand
experience with the product is not available.
There is some initial indication that the demand for products from moredeveloped countries is not limited to tangible products, but also includes
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services. In a study of cultural patterns on cognition and intention in advertising,
Tan and Farley (1987) tested Singaporean students’ preferences for local or
foreign products with the use of Asian and Caucasian models. Results indicate
that Caucasian models were preferred. This finding is attributable, in part, to
the perception that the Caucasian models projected Western ideals and lifestyles
which were viewed as more developed. These findings would reinforce the
concept of psychic distance since the culture of Singapore is viewed as being
more Western than that of other Asian nations. The implications from the
preceding are that services, such as advertising, must consider the effect of
country of origin on their market offering.
Political Environment. Hisrich, Peters, and Weinstein (1981) surveyed
U.S. consumers to determine their attitudes toward trade with communist
nations. Specifically, the authors measured the positions taken with regard to
trade with the U.S.S.R., Eastern European countries, and the People’s Republic
of China in comparison with the assessments of several major capitalist nations.
The results indicated a general willingness by U. S. consumers to purchase
products from communist countries, although a substantial subgroup appears to
be strongly opposed. The authors point out that this group is primarily made up
of older and less-educated individuals.
Trade Issues
Implied in this area of research is that trade between nations is taking
place. That is, without trade between nations, the issue of countiy-of-origin
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effects, including perceptions of the psychic distance between nations, becomes
moot. There are economic, as well as political, benefits to be gained from trade.
However, research tends to indicate that not all U.S. consumers are in favor of
international trade. Thus, it may be conjectured that the issue of trading with
other nations, which gives rise to the country-of-origin effect, may contain an
emotional element. The economic and political benefits from trade, as well as
some of the research reported on the emotional issues, is addressed briefly
below.
Economic Benefits From Trade. According to Adam Smith (1776), for
two nations to trade with each other voluntarily, each must benefit. Free trade
is a theory of international economic relations that is built substantially upon
Ricardo’s Theory of Comparative Advantage. This theory maintains that if labor
and capital are mobile, and there are no restrictions on international trade, then
each nation will focus on producing those goods and services which have a
comparative advantage over their trading partners’ products. Thus, the structure
and benefits of foreign trade are derived from an unseen distribution of natural
resources, as well as climatic, geographic, and meteorological conditions. Each
country’s endowment of land, minerals, and skills may equip the country to
perform certain tasks more efficiently than other nations. Furthermore, free
trade allows a country to perform the work which uses its resources most
efficiently and then trade the products of its most efficient industries for
products that other countries are able to produce more economically.
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It is interesting to note that although countries traditionally "owned" the
image of their comparative advantage, this is no longer true (Papadopoulos
1993). In today’s global markets, one sees the unauthorized borrowing of strong
origin images, with manufacturers assigning an image based on their assessment
of competition, and without regard to the actual place of production
(Papadopoulos 1993).
According to Diamond (1993), in reality almost all, if not all, trade is
managed in some way. Thus, while it may be in vogue at this time to be pro
free trade, what is actually being discussed is not free trade, but liberalized trade,
or economic relations that more closely approximate the theoiy of free trade.
There may be times when the restriction of imports may be best for an
individual country. However, from a global perspective, free trade would serve
to maximize global output. Free circulation of products tends to bring greater
competition and efficiency in imports and exports, resulting in less expensive but
higher quality products.
Political Benefits From Trade Apart from the economic benefits to be
made from trade, there are political benefits as well. For example, according to
Farmer (1987):
People doing business at a rapidly increasing rate do not
fight. One really big surprise of the postwar era has been that
historic enemies such as West Germany and France, or Japan and the
U.S., have not had the remotest threat of war since 1945. Why should
they? Anything Japan has that we want we can buy, and on very easy
credit terms, so why fight for it? Why should Japan fight the U.S. and
lose all those profitable markets? (p. 114)
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According to the preceding rationale, two nations having substantial trade with
each other become mutually dependent, and therefore are more likely to resolve
any disagreements through peaceful discourse rather than confrontation.
Research tends to indicate that not all U.S. consumers are in favor of
international trade. Since there are economic, as well as political, benefits to be
gained from trade, it is conjectured that the issue of trading with other nations
may contain an emotional element. As discussed below, research tends to
substantiate the emotional aspect of trade in some individuals.
Emotional Aspects of Trade Even though trade has been shown to be
desirable from the economic and political aspects, it often takes on an emotional
aspect when domestic jobs are perceived as being threatened. For example,
Daniels and Radebough (1986) report on a New York Times article which
reported that 71% of Americans felt that it was more important to protect
domestic jobs than to be able to purchase foreign products at a price lower than
that of domestic products. The emotional implications of purchasing foreign
products are illustrated by Crawford and Lamb (1981) as follows:
The "Buy American" or "Buy British" types of campaigns
which appear and reappear in various countries are evidence
of the importance of emotion in the buying decision process.
Such slogans carry with them the implication that the purchase
of imported products is somehow "unpatriotic," that it results
in the loss of jobs at home, and, in a few instances, might very
well constitute a potential threat to the security of the nation.
(p. 28)
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Ethnocentricism
Ethnocentricism, in its most naive form, is the unquestioned assumption
that the cultural values of one’s own nation reflect objective reality, and thus all
objects and events are judged from the perspective of these values (Triandis
1960). However, in a more complex form, ethnocentrism encompasses an
awareness that other cultural perspectives do exist. However, these other views
are judged to be inferior, incorrect, or immoral relative to the views of one’s
own nation (Triandis 1960).
Research indicates that most human populations tend to be hostile to
some outgroups and carry negative images of these outgroups. Moreover, some
degree of ethnocentricism tends to be prevalent within any given society.
(Campbell and LeVine 1972). According to these researchers, national groups
exhibit pride in the symbols of their culture and its values and most members of
the nation hold the symbols and values of their own nation with more regard
than the symbols and values of another nation (Campbell and LeVine 1972).
Consumer Ethnocentricism. Shimp and Sharma (1987) have borrowed
from sociology to develop a scale to appraise the ethnocentric tendencies of
consumers. According to Shimp and Sharma (1987), the term consumer
ethnocentric tendencies represents "....beliefs held by American consumers about
the appropriateness, indeed morality, of purchasing foreign-made products"
(p. 280). In order to assess an individual’s ethnocentric tendencies, they
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developed the Consumer Ethnocentric Tendencies Scale (i.e., CETSCALE).
According to Shimp and Sharma (1987):
From the perspective of ethnocentric consumers,
purchasing imported products is wrong because, in
their minds, it hurts the domestic economy, causes
loss of jobs, and is plainly unpatriotic; products
from other countries (i.e., outgroups) are objects of
contempt to highly ethnocentric consumers. To
nonethnocentric consumers, however, foreign products
are objects to be evaluated on their own merits without
consideration for where they are made (or perhaps to be
evaluated more favorably because they are manufactured
outside the United States, (p.280)
Consumer ethnocentric tendencies have been found to vary between
geographic regions within the U.S. (Shimp and Sharma 1987). Indications are
that the largest population of ethnocentric individuals are in regions where
domestic industries such as automobile and textile manufacturing, might suffer
the most due to imports.
Consumer Nationalism. Han (1988) describes consumer nationalism as a
willingness on the part of the consumer to make financial sacrifices in order to
purchase domestic products. This researcher has suggested that promotional
expenditures may be helpful in building ethnocentric tendencies in consumers.
He recommends advertisements that would emphasize consumers’ patriotic
obligation to purchase domestic products, at the same time evoking their fears
about the decline of the U.S. industry and the loss of domestic jobs as a
consequence of purchasing imports. The impact of the Buy Domestic theme was
investigated by Daser and Meric (1986). Their findings indicated that 42% of
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the respondents, ail of whose livelihood was influenced by textile imports,
consciously purchased products made in America.
Perceived Quality
Quality is a complex and multifaceted concept, with each product
containing multidimensional aspects of quality. The extant literature currently
incorporates an apparent coexistence of several approaches within its definition
of quality. Garvin (1987) notes that most businesses view quality from a business
perspective, with most discussions attempting to define and measure it from a
company perspective. However, it is the consumer’s subjective perception of a
given product that determines a product’s popularity and, therefore, it is the
concept of perceived quality, as defined from the consumer-based point of view,
that is important. Thus, quality may be viewed as the consumer’s standard of
performance for products or services (Garvin 1983; 1987).
Recent research suggests that consumer expectations, among other things,
determine quality (e.g., Brown and Swartz 1989; Parasuraman, Zeithaml and
Berry 1985; Beny, Parasuraman and Zeithaml 1988). Thus, one could surmise
that consumers’ expectations regarding product quality may differ for products
from different countries due to differences in perceived risk and the perception
of psychic distance between countries.
Evaluations of perceived quality usually occur within a comparison context
wherein a product’s quality is evaluated as high or low depending upon its
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excellence or superiority versus its failings or inferiority relative to other
products which are perceived by the consumer to be substitutes (Zeithaml 1988).
Thus, consumer perception of the relative quality of goods and services produced
in various countries is the most important factor to be considered.
For the purposes of this study, a definition by Castleberry and
Resurreccion (with a few minor additions) is used to define perceived quality.
Specifically, perceived quality may be understood to be:
a belief [or a consumer’s perception] about the degree of
excellence of a good or service [from a given country-oforigin] that is derived by one’s examining, consciously or
unconsciously, relevant cues that are appropriate and available,
and that is made within the context of prior experience, relevant
alternatives, evaluative criteria, or expectations.
(Castleberry and Resurrecdon, 1989, p. 23)

As will be discussed below, there is some evidence that consumers stereotype
products based on the country of origin.
National Stereotyping of Product Quality
As previously discussed, the country of origin of a product serves as a cue
and, as such, communicates information about a product (e.g., product quality).
Prior research indicates that consumers may view products from a given country
in a consistently positive or consistently negative fashion (i.e., in a stereotypical
manner). Furthermore, this phenomenon is not limited to consumer markets;
research tends to indicate that industrial customers also hold stereotypical
images of countries and/or a country’s products. The term national stereotyping
was developed to refer to consumers’ tendencies to form images of imports from
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a designated countiy in a consistent manner. Research indicates that these
stereotypes can affect purchase behavior.
Foundational Studies
Research on stereotyping of products based on their origin originated
over 30 years ago with Schooler’s (1965) study. This study focused on the biases
of consumers in Central America by evaluating the perceived differences in
products that were identical except for the countiy of origin, which appeared on
the labels. In 1971, Schooler conducted a similar study, this time using U.S.
respondents. The findings of both studies demonstrated differences in consumer
attitudes toward foreign products attributable to knowledge of the countiy of
origin. Barker (1987), in a study of the perceptions of New Zealand consumers
toward Australian goods, found some evidence that national stereotyping may be
influenced by factors such as histoiy or tradition.
As the term implies, national stereotyping refers to consumers’ tendencies
to view products from a given countiy in a consistent fashion. According to
Johansson and Thorelli (1985), stereotyping must be taken into consideration
when determining an appropriate marketing strategy for imported goods since
the source countiy of an imported product will often be a salient factor in the
consumer’s evaluation process. They posit that the effect of countiy stereotype
will be to shift the position of the product within the consumer’s perceptual
space and thereby alter the overall evaluation of its merits. The final outcome
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of this process, according to Johansson and Thorelli (1985), is that the
competitive strength of the product will be affected by country biases.
There has been some debate in the literature regarding the
generalizability of studies regarding the perceived quality of products made in
various countries. The main issues are addressed briefly below.
Single-Cue Studies vs. Multi-Cue Studies of Perceived Product Quality
The majority of the studies reviewed by Bilkey and Nes (1982) utilized
only a single cue. That is, the only information provided a respondent would be
the country of origin of a product. Moreover, as indicated by Bilkey and Nes
(1982), a single-cue study could yield a statistically significant cue effect which in
reality might not exist. However, multiple-cue studies to date have been
inconclusive (Heslop, Liefeld and Wall 1987; Tse and Gom 1993).
Verbal Reference to Products
Most of the studies critiqued in Bilkey and Nes’ (1982) review of the
literature provided respondents with only verbal references to products.
Respondents were not shown the tangible product. Consequently, for most of
the studies, it would not be possible to determine what attributes the
respondents had in mind when they evaluated the quality of products that they
had not seen. These studies most often used generalizations, instructing
respondents to evaluate products from a certain countiy. Most of the surveys did
not specify a particular product, and some of the studies did not specify a
country (e.g., made in Asia). Consequently, as pointed out by Bilkey and Nes

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

50

(1982), respondents may have had different products, or countries, in mind
while answering the same set of questions. Thus, reported differences in the
perception of quality may have been due to differences in products being
evaluated, rather than some actual difference.
Specific Product vs. General Product Debate
Some debate exists about whether product quality images are global in
nature or product-specific. Research conducted using the general image o f a
country’s products usually use the approach of Nagashima (1977) which asks
respondents to rate "products from Countiy

." Research conducted using .

the specific-product approach generally asks respondents to rate specific product
categories, such as electronics, or specific products, such as television sets. The
research goals, as well as the generalizability of the results, differ between the
approaches, which are discussed briefly below.
General-Product Approach. Papadopoulos, Heslop, and Bamossy (1989)
posit that the image of a country’s products is influenced by the image of the
country. As discussed by Papadopoulos (1993), proponents of the generalproduct approach assert that it is not possible to generalize category-specific
country-of-origin images to an overall country image. Furthermore, according to
advocates of this approach, if one were to continue with the product-specific
argument, eventually the image of a product category would become irrelevant in
relation to specific brands (Papadopoulos 1993). U.S. consumers have been
found to have a global view of foreign products (Garland and Crawford 1985).
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Product-Specific Approach. Another argument is that measuring quality
images of products at the country level is too general, and therefore a productspecific approach should be employed (Etzel and Walker 1974; Halfhill 1980;
Niffenger, White and Marmet 1980; Kaynak and Cavusgil 1983; Yaprak and
Parameswaran 1983). Proponents of this approach contend that, because images
vary across product categories, it becomes superfluous to make global
assessments. Accordingly, one would not be able to infer that, because France
makes good wine, it can also produce quality electronics. The rationale for the
product-specific approach is that product images tend to be more developed
than countiy images, largely due to experience with brands.
According to (Papadopoulos 1993), it is what the consumers perceive that
is important. Countiy-of-origin studies have used various levels of extraction
including: (1) brands, (2) companies, (3) product categories and, (4) general
products. According to Papadopoulos (1983), consumers have been able to
differentiate between the levels and assess country images at the various levels of
extraction.
Since consumers are able to differentiate among various levels of
extraction when assessing product quality, Han (1989) posits that there are two
ways in which the countiy image comes into play: (1) as a summaiy construct, or
(2) as a halo construct. These two concepts are discussed briefly below.
Summary Construct. When knowledge about a country’s products is used
to infer information about the country image, the image is functioning as a
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summaiy construct (Han 1989). Thus, the specific product image may help to
generate a summaiy view of the countiy (Han 1989). For example, the
perceived quality of German automobiles will help build the image of German
engineering (Papadopoulos 1993).
Halo Construct. According to Han (1989), countiy image serves as a halo
construct when it is used to evaluate products about which consumers have little
or no knowledge. Thus, a higher level general image may serve as a halo
enabling one to understand objects at a lower hierarchial level (Hem 1989). The
example of German engineering serving to augment the image of Lowenbrau
beer by advertising it as being "tastefully engineered in Germany" is presented as
an example of the halo construct by Papadopoulos (1993).
Domestic vs. Foreign Preference
Early studies investigating the effect of countiy of origin on the
perception of product quality tended to indicate that consumers had a
preference for domestic products and therefore rated domestic products higher
in quality relative to products from other countries. This was found to be true
for Finnish consumers (Darling and Kraft 1977), French consumers
(Baumgartner and Jolibert 1977), and American consumers (Gaedeke 1973;
Lillis and Narayana 1974; Dickerson 1986).
However, other studies reported that consumers do not always prefer
domestic products over imports. Studies of Japanese consumers (Nagashima
1970; 1977), British consumers (Bannister and Saunders 1978), and Canadian
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consumers (Heslop and Wall 1985; 1986) demonstrate that not all consumers
prefer domestic products at a point in time.
The results from a study of eight countries tend to indicate that domestic
preference may be nonexistent for a countiy and, when it does exist, is
susceptible to change over time (Heslop and Papadopoulos 1993). The following
elements were presented as possible explanatory factors for lack of domestic
preference in product choice:
• the nationalistic strength of the people;
• the level of industrialization. Domestic preference was found to be
lower in less industrially developed countries;
• market development. Domestic preference was found to be lower in
countries with a large number of exports, and even more so when the
imports included market support and after-sales service;
• consumer perception of economic vulnerability. In countries where
consumers perceive that imports are a threat to the domestic economy,
domestic preference is higher.
Other researchers have found evidence that the preference for domestic
products is not universal (Domoff, Tankersley and White 1974; Czepiec and
Gottko 1984; Lumpkin, Crawford and Kim 1985; Johansson, Douglas and
Nonaka 1985; Sternquist and Tolbert 1986; Papadopoulos, Heslop and Beracs
1990).
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The Dynamic Nature of Product-Origin Bias
It has been demonstrated that consumer preferences and other dynamic
factors in the marketing environment, which influence one’s assessment of
product quality as well as willingness to buy imported products, vary across time
for both consumer and industrial goods. For example, a study of consumers in
the United Kingdom showed that West German and German-type wines have
taken over the dominant position in the U.K. market previously held by French
wines (Gluckman, 1986). A longitudinal study by Darling (1987) sampled
Finnish consumers during 1975, 1980, and 1985. This study revealed drastic
differences in attitudes toward Japanese and British goods across the time period
tested. Studies by Nagashima (1970; 1977) indicate that an image problem was
overcome by Japan, which had a negative image at the end of World War II.
Thus, it is apparent from the studies cited that the image of a countiy shifts over
time. Consequently, the strategic window of opportunity provided by a favorable
image must be taken advantage of while it exists. Furthermore, a negative image
can be changed over time.
As evidence that factors influencing industrial purchases also change over
time, one may refer to Cattin, Jolibert, and Lohne’s (1982) article which
published the results of a survey polling purchasing directors of industrial firms
in both the United States and France. One of the major findings of this study
was that factors identified as being salient in the evaluation of foreign industrial
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products in the prior works by White and Cundiff (1978) and White (1979)
differed from Gluckman’s (1986) results.
National Character
Image of Countiy Citizens
According to Hofstede (1994, p. 4), each country has a national culture,
or character, which he defines as the "collective programming of the mind which
distinguishes the members of one group or category of people from those of
another". Inkeles and Levinson (1969) refer to the national culture as
personality characteristics that tend to be typical within a given society.
Recently, researchers have begun to investigate consumer attitudes toward
the images of a countiy and its citizens as distinct from those of its products
(Papadopoulos and Heslop 1989; Papadopoulos, Heslop and Bamossy 1990;
Parameswaran and Pisharodi, 1994). For example, studies by Papadopoulos,
Heslop, and Bamossy (1989; 1990) surveyed consumers from eight countries in
order to assess their perceptions of products, as well as the people from other
nations. Their findings indicate that consumers’ perceptions of another countiy
include (1) cognitions, which include the degree of industrial development and
technological advancement within the countiy; (2) affect, based on their view
toward the countiy’s people; and (3) a conative component which was found to
relate to the amount of desired interaction with the people and/or the nation, for
example, in the form of investments.
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Country and Citizens As Augmented Product
In any product purchase situation, the consumer buys an augmented
product (e.g., Kotler 1980). Thus, the consumer receives not only the tangible
product but also a number of intangible attributes, such as the reputation of the
firm from which the product was purchased and the brand image. Presumably,
then, when purchasing a foreign product, the augmented product may contain
attributes that are not contained in a domestic product. A logical progression of
the preceding idea would be that, when the product is nondomestic, the images
of the countiy of origin, as well as the images of the citizens of the foreign
countiy, are a part of the augmented product. Extrapolating from the foregoing,
it would appear logical that consumers would evaluate people from nations
perceived as being more culturally similar to their own nation more favorably
than they would evaluate people from nations perceived as being culturally
dissimilar from their nation.
Bvrae’s Reinforcement Model of Attraction
The developed area of Byrne’s (1971) Reinforcement Model of Attraction
can serve as a theoretical foundation for the national character construct. Byrne
(1971) substantiated conventional thinking that a person likes a stranger more
when the stranger is perceived to be more similar to the individual making the
assessment. Byrne’s paradigm and subsequent program of research (1961, 1971)
envisioned similarity as a form of reinforcement. According to this
conceptualization, attraction to an individual is caused by the reinforcing value of
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the similarity and the punishing value of dissimilarity. Thus, the same individual
could have both reinforcing and punishing properties, and the assessing
individual engages in a decision about the attractiveness of the person as a
whole.
Sum mary

The literature reviewed demonstrated that the five proposed antecedents
to purchase intention: (1) product involvement; (2) perceived risk; (3) psychic
distance; (4) perceived product quality; and (5) national character, are feasible.
Although there are other variables that may have an effect on purchase
intentions, the scope of the present inquiiy is limited to those presented in the
structural model presented in Figure 1.1.
In addition, the literature review provides confirmation that country of
origin and product may function as global experimental variables. It would
appear logical that there are other variables that could function as global
experimental variables. Nonetheless, they are beyond the realm of the current
research.
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CHAPTER THREE
METHODOLOGY

Chapter One introduced the research area, as well as the hypotheses, that
will be addressed by the dissertation research. Literature in support of the
hypotheses is presented in the literature review in Chapter Two. Chapter Three
delineates the research methods as well as the results of the pretests. The
chapter is divided into six sections:
• choice of the countries and products;
• the design of the study;
• the survey instrument;
• the scale development procedures;
• the pretest sample characteristics; and
• the scale development results.
Choice of Countries and Products
The objective of countiy choice for the research was to employ three
countries viewed as being diverse in terms of the economic environment,
political environment, and cultural environment. To achieve this objective, the
choice of countries and products for the dissertation involved several procedures,
which are summarized below.
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Choice of Countries
In order to obtain a list of countries that U.S. consumers would view as
feasible for U.S. imports, students in several large classes (n = 102), were asked
to list countries from which they had purchased imports. A total of twenty two
countries were listed. From these lists, another list was compiled which
contained the names of the ten countries which had been named most often.
Another class of students (n = 55) was then asked to rate these ten countries in
terms of political freedom and economic development. The students were also
asked to indicate which pairs of countries were viewed as most similar. Based
on (1) the results of these procedures, (2) the objectives of the research, and (3)
researcher interests, China, Germany, and India were chosen to be
representative of diverse countries for purposes of this research. The
characteristics of each of these countries, as well as the dollar amount of imports
from each of the countries, are reported below.
China. In terms of the economic environment of China, 52% of the
respondents viewed China as being developed, 46% viewed the country as
developing, and 2% viewed the economic environment as poor. In terms of the
political environment, 7.2% of the respondents viewed China as being free,
45.4% of the respondents viewed China as being partly free and 47.4% viewed
the political environment as not free. According to the International Trade
Association (1996), U.S. imports from China totaled $8,511 million in 1988 and
$36,844 million in 1995.
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Germany. In terms of Germany’s economic environment, 75% of the
respondents viewed the economic environment as developed, 24% of the
respondents viewed the economic environment as developing and 1% of the
respondents viewed the economic environment as poor. Germany’s political
environment was viewed as being free by 82% of the respondents, partly free by
16% of the respondents, and not free by 2% of the respondents. According to
the International Trade Association (1996), U.S. imports from Germany totaled
$26,472 million in 1988 and $36,844 million in 1995.
India. India’s economy was viewed as being developed by 5.1% of the
respondents; developing by 62.6% of the respondents; and poor by 33.3% of the
respondents. The status of India’s political environment was viewed as free by
10.9.% of the respondents; partly free by 68.5% of the respondents; and not free
by 20.7% of the respondents. According to the International Trade Association
(1996), U.S. imports from India totaled $2,940 million in 1988 and $5,726 million
in 1995.
Choice of Products
The two products chosen for the research were shoes and winter jackets.
These products were viewed as distinct enough for consumers to perceive
differences between them in terms of dimensions of quality. They were also
viewed as products which would be viewed as feasible imports from each of the
three countries employed for the dissertation research.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

61

Design of the Study
This section describes the data collection procedure, the subjects, sample
size and design, and the data analysis employed for the research.

The current

section is divided into four segments which discuss the following topics related
to: (1) the data collection method, (2) the subjects, (3) the sample, and (4)
sample design.
Data Collection Procedure
The dissertation research involves three stages of data collection. Two
samples were collected as part of the pre-test procedures. Six samples were
utilized for the main study. The data collection procedure for the pretests and
the main study are summarized below.
Pretest Data Collection Procedure. The purpose of the preliminary tests
was to perform an initial test of the measurement instruments used for the
dissertation research. Thus, the two pre-tests had three primary objectives: (1)
to identify potential difficulties and/or weaknesses in the instrument, (2) to
provide a test of the measurement instrument; and (3) to acquire information
that might be useful for implementing the final study. In both pre-tests,
respondents completed a self-administered questionnaire consisting of six
individual scales which were considered to encompass the domain of the
research project.
Following the procedures recommended by Gerbing and Anderson
(1988), standard psychometric procedures were used to test an initial pool of
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items in the first pre-test. Following scale item analysis, a reduced set of items
was administered during the second pre-test.
Main Study Data Collection Procedure. The third stage of data collection
was completed for the main dissertation study.

There were six independent

samples utilized for the main study. First, the data which had been collected for
the pretests was utilized for the first experimental condition (i.e., China/Shoes).
In order to keep the number of responses comparable to the desired n for the
other experimental conditions, a random selection process was utilized. Second,
data were collected from five separate samples, one sample for each of the
remaining five experimental conditions depicted in Figure 1.3 in Chapter One.
Subjects. Sample Size, and Sample Design
Subjects. The subjects for the pre-tests were recruited from the public in
the Minneapolis, Minnesota, metropolitan area. Respondents were procured
subject to the constraint that they did visit and/or shop at the mega mall where
data were gathered for the main study. Subjects for the main study were
recruited from the public in a mega mall located in the metropolitan area of
Minneapolis, Minnesota.
Sample Size. The appropriate sample size is dependent on considerations
of adequate statistical power as well as considerations of the type of analysis that
will be employed. Power refers to the probability that will lead to the rejection
of the null hypothesis as false when it actually is false (Cohen 1977). Cohen sets
the following guidelines for determining the appropriate sample size: (1) the
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level of significance desired, (2) the level of statistical power desired, (3) the
anticipated effect size. According to Cohen (1977), effect size refers to (1) how
much a difference the treatments make, (2) the degree to which the
phenomenon under study is manifested, or (3) the extent of group differences in
the population in regards to the dependent variable(s). It is suggested that the
researcher draw on previous findings as well as scientific judgement when setting
the appropriate effect size. Since LISREL was used for analysis for the current
research project, consideration was also given to the program requirements when
determining appropriate sample size.
Pre-Test Sample Size.

The first pre-test employed a sample of 312

respondents. The rather large sample size was deemed necessary for the scale
development procedures employed, as well as to ensure stability of the
correlation matrix. The second pre-test utilized a sample of 99 respondents.
The purpose of the second pre-test was to confirm scale reliability. Given the
rule-of-thumb o f five respondents per variable, and the fact that none of the
individual scales had more than six indicators, this sample size was deemed
adequate.
Main Study Sample Size. The main study required between 800 and
1,000 respondents for reliable estimation of the multi-sample LISREL design.
Since there are six experimental conditions, the desired sample size is between
133 to 166 respondents per sample. The sample size for each of the individual
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samples was: (1) n = 140 for the China/Shoes sample; (2) n = 150 for the
China/Winter Jackets sample; (3) n = 149 for the Germany/Shoes sample;
(4) n = 133 for the Germany/Winter Jackets sample; (5) n = 167 for the
India/Shoes sample; and (6) n = 140 for the India/Winter Jackets sample.
Sample Design. A convenience sampling method was employed for the
three phases of data collection. Respondents for the main study were recruited
from the public in a shopping mall. Shopping malls have become increasingly
popular sites for marketing research. Mall intercept has the advantage of being
economical relative to some other forms of data collection and at the same time
allows for control by the researcher (Gates and Solomon, 1982; Reid 1984).
Trained researchers randomly assigned questionnaires to respondents. Thus,
respondents were asked to complete a self-explanatory, self-administered
questionnaire asking questions about one of the possible experimental conditions
(i.e., countiy-of-origin and product type combinations).
Sampling units were selected in a systematic manner. The trained
interviewers, upon arriving at the mall, positioned themselves at an entrance/exit.
The interviewer then selected the first person approaching the exit nearest
his/her position. Once the interviewer was sure that the potential respondent
was definitely approaching the exit to leave the mall, and not simply moving to
another location within the mall, the potential respondent was approached by
the interviewer. The interviewer then identified himself/herself and the project
and asked for permission to administer the questionnaire. If permission was
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given, the interviewer administered the questionnaire and, when finished,
selected the next person approaching an exit in the manner previously described.
In this way people leaving from all center exits were selected.
Rigid adherence to the aforementioned design avoided interviewer bias in
sample selection. Additionally, questionnaires were randomly assigned to the
respondents. Thus, each interviewer assigned questionnaires in the following
manner: (1) the first respondent received a questionnaire asking questions about
Shoes from Germany; (2) the second respondent was given a questionnaire
asking questions about Shoes from India; (3) the third respondent was provided
with a questionnaire with questions about Winter Jackets from China; (4) the
fourth respondent was provided with a questionnaire asking questions about
Winter Jackets from Germany; and (5) the fifth respondent was provided with a
questionnaire asking questions about Winter Jackets from India. Rigid
adherence to this design avoided interviewer bias in assignment of subjects to
experimental conditions as well as ensured that there was random assignment to
each of the experimental conditions.
The Survey Instrument
This section examines the constructs of interest and the way they operate
in the questionnaire. First, an overview of the questionnaire is presented.
Second, the individual concepts are discussed in relation both to the conceptual
definitions presented in Chapter Two and their actual measurements. The
questionnaires employed for the study are presented in the Appendix.
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The research instrument consisted of a self-explanatory, self-administered
questionnaire. The questionnaire contained several sections related to the
various components of the research. Semantic differential anchor points were
randomly assigned to the left and right sides of the scales in order to prevent
potential sequence bias and routinization of responses.
It should be noted that the study examines two global experimental
variables: (1) product type and (2) country of origin. Furthermore, there are two
levels of product and three levels of country. Thus, there are six conditions
under which the experimental variables are examined. For the pretests, only one
of the six possible conditions was examined. That is, for the pretests
respondents viewed shoes, one of two possible levels of product type,
manufactured in China, one of three possible levels of country. For the main
study, data for the other five experimental conditions were collected.
There were six versions of the survey instrument. These questionnaires
were identical except for the product and country named therein. When
referring to the assignment of questionnaires according to the product/country
experimental condition, the following distinctions will be made: (1) Sample I
refers to the experimental condition where China is the country and Shoes is the
product; (2) Sample 2 refers to the experimental condition where Germany is
the country and the product is Shoes; (3) Sample 3 refers to the experimental
condition where India is the country and the product is Shoes; (4) Sample 4
refers to the experimental condition where China is the country and the product
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is Winter Jackets; (5) Sample 5 refers to the experimental condition where
Germany is the country and Winter Jackets is the product; (6) Sample 6 refers
to the experimental condition where India is the country and Winter Jackets is
the product.
Product Involvement Construct
Product involvement was defined according to the conceptualization of
Rothschild (1979a, 1979b, 1984). That is, product involvement is operationalized
to denote involvement with the products as perceived by the consumer, as
opposed to some objective level of involvement strictly intrinsic to the product.
Subjects’ product involvement was assessed by measuring their level of
involvement using Zaichkowsky’s Personal Involvement Inventory. The first
pretest employed all 20 items of the Personal Involvement Inventory (1985). Six
of the items were retained for the second pretest and were subsequently used
for the final dissertation research.
Perceived Risk Construct
The second section measured perceived risk of the product. The item
generation stage for the perceived risk scale resulted in an initial 11 items.
Elimination of ambiguous items and overlapping issues resulted in the deletion
of two items from the item pool. The remaining nine items were submitted to
three professional colleagues who acted as judges for this portion of scale
development. Based on an a priori decision rule which specified retaining an
item only if two of the three judges rated the item as "highly representative" or
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"somewhat representative", two more items were deleted, resulting in a sevenitem scale which was subsequently administered to the first sample. As
previously mentioned, the pretest sample was collected for Sample One in
Figure 1.3. Thus, the respondents were indicating their perceived risk for shoes
manufactured in China.
Perceived risk was measured along six dimensions on a five point scale
with "strongly agree" and "strongly disagree" used as anchors. In addition,
respondents were asked to self-explicate the overall riskiness of the product on a
seven point scale with "no risk at all" and "great deal of risk" used as anchors.
In order to determine the various facets of perceived risk for a product, the
respondents in the pretest samples were asked to respond to the following
statements:
I would personally be concerned that the product from country
(a) might not work at all.
(b) might not be safe.
(c) might not fit well with my self-image.
(d) might negatively affect the way others think about me.
(e) might not be worth its value in money.
(f) might create an inconvenience in terms of the time I would have to
spend time to get replacements or repairs done.
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In addition, respondents were asked to indicate how they would rate the
(product) on riskiness on a seven point scale with "no risk at all" and "great deal
of risk" as anchors.
The preceding operational definitions are generally consistent with some
of the operationalizations used in past studies characterizing perceived risk (e.g.,
Arndt 1967; Jacoby and Kaplan, 1972; Lutz and Reilly 1973; Capon and Burke
1980).
For the main study, Sample 2 and Sample 5 evaluated the perceived risk
of products from Germany; Sample 3 and Sample 6 evaluated the perceived risk
of products from India; Sample 4 evaluated the perceived risk of products from
China. As mentioned previously, Sample 1 evaluated the perceived risk of
products from China.
Psychic Distance Construct
The third section of the questionnaire addressed respondents’ impression
of the similarity to the United States of the country being asked about. For the
pretest, respondents were asked about the similarity of China to the United
States. More specifically, respondents were asked how similar China is to the
United States in terms of economy, social values, lifestyle, language, educational
level, technology, politics, and culture.
The item generation stage for the psychic distance scale resulted in an
initial 12 items. All 12 of these items were submitted to three professional
colleagues who acted as judges for this portion of scale development. As
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previously stated, the a priori decision rule specified retaining an item only if two
of the three judges rated the item as "highly representative" or "somewhat
representative". Following this guideline, three more items were deleted. Thus,
the resulting scale contained nine items. This scale was subsequently
administered to the first pretest sample.
Subjects responded on the basis of a set of nine bipolar dimensions
presented in the format of a seven-point numerically constructed, comparative
semantic differential scale (Golden, Albaum and Zimmer 1987). The nine
dimensions were developed from country-of-origin literature. Semantic
differential anchor points were randomly assigned to the left and right sides of
the scales in order to prevent potential sequence bias and routinization of
responses. The subjects for the pretest were also asked to self-explicate their
familiarity with China and its people (1 = extremely familiar and 7 = not at all
familiar).
For the main study, random assignment of questionnaires to respondents
resulted in respondents from Sample 4 being asked their impression of China’s
similarity to the U.S. in terms of the economy, social values, lifestyle, language,
education, technology, politics, and culture. Respondents from Sample 2 and
Sample 5 were asked their impression of Germany’s similarity to the U.S. in
regards to the same criteria; and respondents from Sample 3 and Sample 6 were
asked their impression of India’s similarity to the U.S. according to the
aforementioned criteria. Respondents for the main study were also asked to
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self-explicate their familiarity with the countiy and the citizens of the country
being evaluated.
Perceived Product Quality Consruct
The focus of another section of the questionnaire is respondents’
impression of the quality of products manufactured in a given countiy. The item
generation stage for the perceived quality scale resulted in an initial 24 items.
Elimination of ambiguous items and overlapping issues resulted in the deletion
of four items from the item pool. The remaining 20 items were submitted to
three professional colleagues who acted as judges for this portion of scale
development. As previously stated, the a priori decision rule which specified
retaining an item only if two of the three judges rated the item as "highly
representative" or "somewhat representative". Following this guideline, two more
items were deleted. Thus, the initial item pool for perceived product quality was
reduced from an initial 24 items to 18 items. This scale was subsequently
administered to the first sample.
For the perceived product quality scale, respondents were instructed to
evaluate products made in China on the basis of a set of 18 bipolar dimensions
presented in the format of a seven-point numerically constructed, comparative
semantic differential scale (Golden, Albaum and Zimmer 1987). The 18
dimensions were developed from country-of-origin studies related to product
quality. Semantic differential anchor points were randomly assigned to the left
and right sides of the scales in order to prevent potential sequence bias and
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routinization of responses. Respondents were also asked to self-explicate their
confidence for their answers for the questions on a seven-point scale (1= not
very confident and 7= veiy confident).
For the main study, respondents for Sample 2 and Sample 5 were asked
their perception of products manufactured in Germany; respondents from
Sample 3 and Sample 6 were asked their perception of products manufactured in
India; and respondents from Sample 4 were asked to indicate their perception of
products manufactured in China. Data for Sample 1 were gathered for the
pretests.
National Character Construct
The next section of the survey instrument addressed respondents’
perceptions of non-product related country attributes. The item generation stage
for the national character scale resulted in an initial 18 items. Elimination of
ambiguous items and overlapping issues resulted in the retention of 17 of the
items from the item pool. In the same procedure as used with the other scales,
these 17 items were submitted to three professional colleagues who acted as
judges for this portion of scale development. As previously stated, the a priori
decision rule specified retaining an item only if two of the three judges rated the
item as "highly representative" or "somewhat representative". Following this rule,
4 more items were deleted. This iterative process resulted in a national
character scale of 13 items. The resulting scale was administered to the first
pretest sample.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

73

Respondents were instructed to evaluate their impression of China, as
well as their impression of the people from China, on the basis of a set of 13
bipolar dimensions presented in the format of a seven-point numerically
constructed, comparative semantic differential scale (Golden, Albaum and
Zimmer 1987). The 13 dimensions were developed from countiy-of-origin
literature. Semantic differential anchor points were randomly assigned to the
left and right side of the scales in order to prevent potential sequence bias and
routinization of responses.
For the main study, respondents in Sample 4 were asked their impression
of China and the citizens of China; Sample 2 and Sample 5 were asked their
impression of Germany and the country’s people; and Sample 3 and Sample 6
were asked their impression of India, as well as their impression of the country’s
people. As previously noted, respondents from Sample 1 indicated their
impression of China and its people for the pretests.
Purchase Intentions Construct
In the final section of the research instrument, pretest respondents were
asked four questions about the likelihood of purchasing a product from China.
Thus, respondents were asked (1) the likelihood of their purchasing a product
made in China; (2) the likelihood of their purchasing a product from China
within the next month; (3) the likelihood of their purchasing a product from
China within the next six months; and (4) the likelihood of their purchasing a
product from China within the next 12 months. In addition, respondents were
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asked If they had ever bought a product from China (yes, no). If their response
was affirmative, they were asked to name the product and to indicate how often
they have purchased a product from China within the last two years. Finally,
one question asked how many products from China they have purchased (1 =
none, 2 = a few, and 3 = a lot).
For the main study respondents from Sample 2 and Sample 5 were asked
to indicate their purchase intentions toward products from Germany;
respondents from Sample 3 and Sample 6 were asked to indicate their purchase
intentions toward products from India; and respondents from Sample 4 were
asked their purchase intentions toward products from China.
Demographics
The final section obtained demographic information. For this section,
standard demographic measures were employed to establish gender, marital
status, age, education and income of the respondents. In addition, respondents
were asked if they had ever worked in another countiy and/or traveled to
another countiy. If the answer was "yes" to either of these questions, they were
asked to name the countiy, year visited, and length of stay. The main study
included a question asking respondents to indicate their occupation.
Data Analysis
This section is divided into three components. The first section discusses
the scale development process utilized for the constructs. Criteria used for
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assessment of reliability and validity are then examined. Finally, the
methodology for testing the research hypotheses is described.
Scale Development Overview
The following section describes the scale development procedures used
for the study. In order to ensure that the scales used for the proposed research
were both reliable and valid, the framework developed by Churchill (1979) and
later updated by Gerbing and Anderson (1988) was followed. Churchill (1979)
developed a paradigm for developing better measures of marketing constructs
via the utilization of standardized psychometric procedures. Churchill’s
framework, which was later updated by Gerbing and Anderson (1988), advances
a multistage process which is essential to the development of sound marketing
measures. In order to ensure that the scales used for this study were both
reliable and valid, these recommended guidelines were followed.
An initial pool of items for each of the proposed constructs was generated
based upon a literature review of relevant literature. The literature review
resulted in an initial pool of items being generated for each of the constructs.
The initial item pool resulted in 11 items for perceived risk, 24 items for
perceived product quality, 18 items national character, 12 items for psychic
distance, and 10 items for purchase intention. The 20 items of the PII scale
(Zaichkowsky 1985) were used for the involvement construct.
Following the item generation step, ambiguous items and overlapping
issues were eliminated, resulting in a revised pool of items for each of the six
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constructs. To further reduce the number of items in each scale, three
professional colleagues were used as judges to determine how closely each item
corresponded to the domain of the construct. Judges were instructed to rate
each item on the following scale: (1) clearly representative of the construct, (2)
somewhat representative of the construct, and (3) not represent of the construct.
An a priori decision rule specified retaining an item only if two of the three
judges rated the item as "highly representative" or "somewhat representative".
This process eliminated a total of an additional 23 items for the six scales. The
remaining items were considered to encompass the domain of the six constructs
and were retained for assessment of their psychometric properties.
The items considered to encompass the domain of the six constructs are
presented in Table 3.1. The items were comprised of six individual multi-item
scales, one for each of the six theoretical constructs. The item break-down for
the individual scales is as follows: product involvement, 20 items; perceived
product risk, 7 items; psychic distance, 9 items; perceived product quality, 18
items; national character, 13 items; and purchase intention 10 items. These
scales were subsequently administered to respondents in two pretests.
First Survey Administration and Purification
The purpose of the first survey administration was item reduction and
scale purification. For each of the six individual scales, the procedures
recommended by Churchill (1979) and Gerbing and Anderson (1988) were
followed. The individual scales were submitted to factor analysis. Factor
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TABLE 3.1
Pretest Study:
Scale Items for Measurement Model
Scale Item

Symbol

Product Involvement Items
Important-Unimportant

pm

Of N o Concern -O f Concern to Me

PII2

Irrelevant-Relevant

PII3

Means A Lot to Me-Means Nothing to Me

PII4

Useless-Useful

PII5

Valuable-Worthless

PII6

Trivial-Fundamental

PII7

Beneficial-Not Beneficial

PII8

Matters to M e-Does Not Matter

PII9

Uninterested-Interested

PII10

Significant-Insignificant

PII11

Vital-Superfluous

PII12

Boring-Exciting

pni3

U nexciting-Exciting

PII14

Appealing-U nappealing

PII15

Mundane-Fascinating

PII16

Essential-Nonessential

P ill 7

U ndesirable-Desirable

PII18

Wanted-Not Wanted

PII19

Not Needed-Needed

PII20

Perceived Risk Items
I would personally be concerned that the (product type) might not
work at all.

RISK1
T a b le c o n t’d
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I would personally be concerned that the (product type) might not
be safe.

RISK2

I would personally be concerned that the (product type) might not
fit well with my self-image.

RISK3

I would personally be concerned that the (product type) might
negatively affect the way others think about me.

RISK4

I would personally be concerned that the (product type) might not
be worth its value in money.

RISK5

I would personally be concerned that the (product type) might
create an inconvenience in terms o f the time I would have to spend
to get replacements or repairs done.

RISK6

Please indicate how you would rate (product type) on riskiness.

RISK7

Perceived Product Quality Items
Expensive-Inexpensive

PPQ1

Reliable-Unreliable

PPQ2

Exclusive-Common

PPQ3

Modern Design-Conservative Design

PPQ4

High Quality-Low Quality

PPQ5

Upper Class-Lower Class

PPQ6

Poor Service and Warranty-Good Service and Warranty

PPQ7

Not Proud to Own-Proud to Own

PPQ8

Not Attractive-Attractive

PPQ9

Needs Frequent Repairs-Does Not Need Frequent Repairs

PPQ10

Difficult to Service-Not Difficult to Service

PPQ11

Cheaply Put Together-Not Cheaply Put Together

PPQ12

Sold in Many Countries-Not Sold in Many Countries

PPQ13

Advertising Informative-Advertising Not Informative

PPQ14

Not a Good Value-Good Value

PPQ15

Prestigious-Not Prestigious

PPQ16
T ab le c o n t’d
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Exterior Design Attractive-Exterior Design Not Attractive

PPQ17

N ot Very Confident in Answers-Very Confident in Answers

PPQ18

Not Managing Economy Well-Managing Economy Well

NCI

Not Industrious-Industrious

NC2

Has Major Role in World Politics-Has Minor Role in World
Politics

NC3

Refined Tastes-Not Refined Tastes

NC4

Likable-Not Likable

NC5

Not Trustworthy-Trustworthy

NC6

D oes Not Want More Investment-Wants More Investment

NC7

Wants Closer Ties-Does Not Want Closer Ties

NC8

Well Educated-Not Well Educated

NC9

Hard Working-Not Hard Working

NC10

D o Not Achieve High Standards-Achieve High Standards

NC11

High Standard o f Living-Low Standard o f Living

NC12

Low Technical Skills-High Technical Skills

NC13

Psychic Distance Items
Economically Similar-Not Economically Similar

PD1

Social Values Not Similar-Social Values Similar

PD2

Lifestyle Similar-Lifestyle Not Similar

PD3

Language Not Similar-Language Similar

PD4

Educational Level Similar-Educational Level Not Similar

PD5

Technologically Not similar-Technologically Similar

PD6

Politically Similar-Politically Not Similar

PD7

Culturally Not Similar-Culturally Similar

PD8

Purchase Intention Items
Would you purchase a product made in (country level)?

PI1
T able c o n t’d
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Would you purchase a (product type) made in (countiy level)?

PI2

Have you ever bought a product from (country level)? Yes or No

PI3

If Yes, what was the product?

PI4

Please indicate how often you have bought a product from (country
level) within the last 2 years.

PI5

How likely is that you will purchase a product from (country level)
within the next month?

PI6

How likely is it that you will purchase a product from (country
level) within the next 6 months?

PI7

How likely is it that you will purchase a product from (country
level) within the next 12 months?

PI8

How many o f (country level’s) products have you purchased?

PI9

Assume that you are considering a product. The only information
available to you at this point is that the product you are looking at is
manufactured in (country level). What is your attitude toward buying
a product manufactured in (country level)?

PI10

P PI=Product Involvement, Risk=Perceived risk, PPQ=Perceived Product Quality, NC=National
Character, PD=Psychic Distance, PI=Purchase Intentions.

loadings were examined in order to determine which items contributed to the
factor. Through an iterative process, items which did not contribute significantly
to the particular factor were subsequently deleted. The items for the individual
scales which resulted from this iterative process are: product involvement, 6
items; perceived risk, 4 items; perceived product quality, 5 items; people-country
perception, 7 items; psychic distance, 6 items; purchase intention, 2 items.
Second Survey Administration
The second survey administration (n=99) was completed to verify the
reliability of the scales via Coefficient Alpha. The results of this administration
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supported the results of the first administration. Consequently, there is evidence
to support the reliability of the scales used herein.
As previously discussed, the research consisted of three phases of data
collection.

In the first phase, an initial pool of items was examined, using

standard psychometric procedures. In the second phase, a reduced set of items
was administered to a sample of respondents.

Subsequent scale item analysis

has resulted in reliable and valid measures that were administered to a third
sample of respondents for the main study. Discussed in the following section are
the criteria employed to evaluate scales for reliability and validity.
Reliability A ssessm ent

In any type of measurement, some error is involved. These errors can be
either systematic or random. The systematic error affects the mean scores
obtained through the measurement of data, while the random error affects the
accuracy of results due to repetition of measurement. Thus, the reliability
measure expresses how accurately, on the average, the true score estimate in the
population is measured, and the reliability coefficient is the ratio of the truescore variance to obtained-score variance (Nunnally 1967). Consequently, the
greater the reliability coefficient, the less the measurement error attenuate
correlations with other variables, thus making it less difficult to find significant
relationships among the variables. Accordingly, one can define reliability as the
degree to which a measure is free from random error.
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The three basic methods for assessment of reliability of a measurement
scale are: (1) test-retest, (2) alternative forms, and (3) internal consistency.
The current proposal research uses internal consistency reliability to assess the
measures used for the two pretests. This type of reliability assessment will
subsequently be used in the main study. The internal consistency of a
measurement scale may be assessed by several methods. These techniques
include coefficient alpha, analysis of item-to-total correlations, composite
reliabilities, and amount of variance extracted.
Coefficient Alpha, has traditionally been used to determine the reliability
based on internal consistency.

This reliability test is not based on the sampling

of items per se, but rather on the sampling of situational factors accompanying
the items (Nunnally 1967). There are no established standards of reliability
assessment. However, Nunnally maintains that a Cronbach Alpha of .60 or .50
would be an acceptable level of reliability in the developmental stages of
research (Nunnally 1967).
Item-to-Total Correlations. Item-to-total correlations measure how
similar an item is to its construct. Thus, items that correlate highly measure the
construct more accurately. Nunnally (1967) recommends that item-to-total
correlations be .50 or greater for a scale to be considered internally consistent.
Construct Reliability. Construct reliability denotes the internal consistency
of the indicators for a construct, indicating the degree to which the common
latent construct is represented. Thus, higher levels of construct reliability are
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preferred. However, at times composite reliabilities in the .60 to .70 range may
be deemed acceptable (Hayduk 1987; Hair, Anderson, Tatham and Black 1995).
Composite reliabilities were calculated based on results of confirmatory factor
analysis using LISREL VII (Joreskog and Sorbom 1989).
Variance Extracted Measure. The variance extracted measure is another
measure of reliability. Since this measure indicates the amount of variance in
the individual indicators explained by the latent variable, higher values are
preferable to lower values (Hair, Anderson, Tatham, and Black, 1995). Fomell
and Larcker (1981) recommend that the average variance extracted be .50 or
higher.
Validity Assessment
Validity refers to the degree to which instruments measure the constructs
that they are professed to measure. In an experimental design, any extraneous
variables that have the potential to interfere with making correct causal
inferences are considered a threat to validity.
Internal Validity. Internal Validity is presumed when there are no
competing explanations for the observed experimental results. For the proposed
study, internal validity will be strengthened by having a well-designed
experiment, as well as random assignment of subjects. According to Cook and
Campbell (1979), history, maturation, testing, instrumentation, statistical
regression, selection, experimental mortality, and interactions with the treatment
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are eight types of extraneous variables which have the potential to produce
confounding effects due to the experimental treatment
External Validity.

External Validity is measured as the extent to which

one can generalize findings of an experiment to other populations. According to
Cook and Campbell (1979), external validity may be jeopardized due to
interaction of selection and treatment, interaction of setting and treatment, and
interaction of history and treatment. The current research addresses these
threats by the attempt to increase sample heterogeneity within a sample. That
is, for each sample, subjects who differ as to generalizable attributes (e.g., age)
will be randomly selected.
Balance of Internal and External Validity.

According to Kerlinger

(1973), there must be a balance of internal and external validity. That is, a true
research design must meet at least three criteria: (1) the research design must
enable the researcher to answer the research question(s) or adequately test the
hypotheses, (2) the design must be such that extraneous variables can be
controlled for either by randomization or by comparison with a control group,
and (3) the design must be such that the results can be generalized. The first
criterion has been met by the research design of the study. The second criterion
addressing internal validity has been met by the randomization procedures
employed. For purposes of the current proposed research study, the external
validity issue was dealt with to some degree by the type of sample used.
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Currently there are no specific guidelines for evaluation of validity.
However, Campbell and Fiske (1959) submit that the process of validation is an
ongoing process whereby validity coefficients should be interpreted in terms of
improvement over past research. When analyzing the validity of a scale, it is
appropriate to use any or all of the following: (1) face validity, (2) content
validity, (3) criterion-related validity, and (4) construct validity.
Content Validity. Content validity is a measure of the degree to which an
instrument appears to measure what it is supposed to measure. Thus, content
validity is achieved to the extent that instrument items represent the universe of
the concept being investigated. It is a subjective decision made by the
researcher and as such is the weakest form of validity. For the current project
face validity was assessed implicitly during the questionnaire design. That is, a
judgment call was made as each question was examined in order to determine
whether or not it would be included in the questionnaire. Although a weak form
of validity, it can be assumed that the questions included in the questionnaire
contain face validity. Achievement of content validity involves specifying the
domain of a concept and then either developing items, or selecting items,
associated with this domain (Zeller and Carmines 1980). Currently there are no
agreed-upon criteria for the achievement of content validity, making the
assessment of content validity a judgment call on the part of the researcher. For
the present study, content validity was presumed to exist due to an extensive
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review of the relevant literature. Although content validity is necessary to
establish, it is not sufficient for the determination of validity.
Criterion-Related Validity. Criterion-related validity explores the degree
to which a measurement instrument is able to predict an external variable (i.e.,
criterion) that is considered to provide a direct measure of the characteristic or
behavior being researched. Thus, it refers to the extent to which scale scores are
related to nonscale variables which have been selected as meaningful criteria
(Peterson, 1982). Criterion-related validity is most frequently determined
through correlation coefficient analysis.
Construct Validity. Construct validity involves an understanding of the
theoretical underpinnings of the obtained measurement. Construct validity is
consists of convergent validity and discriminant validity. Convergent validity
measures the degree of association among different measurement instruments
purporting to measure the same concept, while discriminant validity assesses the
lack of association among constructs purported to be different. Construct
validity is deemed as being a necessary condition for the development of theoiy
since it relates to the degree of association between variables and their
measurements. Proposed methods for the assessment of construct validity have
been presented by Campbell and Fisk (1959) and Zeller and Carmines (1980).
Discriminant Validity
For the present research project, discriminant validity is deemed to be a
priority. Discriminant validity for the pretest was assessed by two separate
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procedures: (1) one-factor vs. two-factor comparison, and (2) comparison of the
average variance extracted between two constructs to the square of the phi
estimate.
One-Factor vs. Two Factor Comparisons. The first test of discriminant
validity, the one-factor vs two-factor comparison, calls for all possible
combinations of pairs for the six constructs to be factor analyzed via both onefactor and two-factor models. There are 15 possible pairs for the proposed sixconstruct model. For example, the psychic distance and product involvement
constructs should be considered. For the one-factor model comparison, all items
relating to both of the constructs of the pair were presumed to load on a single
construct. Conversely, in the two-factor model comparison, the indicators were
specified to load on the construct upon which they were originally hypothesized
to load. In order to determine the degree of significance, the Chi-square
difference test, following Hayduk’s (1987) method, was used. Substantiation of
discriminant validity necessitates that the fit of the two-factor model is
significantly better than the fit of the one-factor model. As will be discussed in a
later section, in all instances, the fit of the two-factor model is significantly better
than the fit of the one-factor model.
Confidence Level Around Phi. Discriminant validity was also tested by
checking the 95% confidence intervals around phi for all possible pairs.
According to Anderson and Gerbing (1988), if the phi correlation between two
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constructs, plus or minus 1.96, is less than one, discriminant validity may be
inferred.
Hypotheses Tests
In order to determine the global experimental effect of country-of-origin
and product type on the theoretical model presented in Figure 1.1, the study will
employ covariance structural modeling. The objective of using structural
equation modeling is that the procedure provides an estimate of the
hypothesized relationships among latent constructs, while simultaneously
accounting for the effects of random measurement error (Bentler and Chou
1987; Bollen 1989; Joreskog and Sorbon 1989). The multi-sample structural
equation modeling technique using LISREL VII will be employed for the
analysis.
The research approach can be conceptualized as a design in which there
are three countries and two products that act as global experimental variables
and then impact the parameters of the structural model. The proposed
conceptual model will be investigated under six conditions. Thus, each condition
corresponds to a different level of country-of-origin and product type. These six
conditions are presented in Figure 1.3. in Chapter One. The hypotheses and the
required analysis are presented below.
Hypothesis One
HI: The global experimental model will work under all country/product
specific conditions.
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Hypothesis One will be tested by the following research questions:
R^: The global experimental model will not have an adequate fit
for the specific experimental effect of China as the country and
Shoes as the product.
R1B: The global experimental model will not have an adequate fit
for the specific experimental effect of China as the country and
Winter Jackets as the product.
R1C: The global experimental model will not have an adequate fit
for the specific experimental effect of Germany as the country and
Shoes as the product.
R1D: The global experimental model will not have an adequate fit
for the specific experimental effect of Germany as the country and
Winter Jackets as the product.
R1E: The global experimental model will not have an adequate fit
for the specific experimental effect of India as the country and
Shoes as the product.
R1F: The global experimental model will not have an adequate fit
for the specific experimental effect of India as the country and
Winter Jackets as the product.
These research questions will be tested by submitting the data to a
LISREL multi-sample structural equation analysis. Examination of the overall x2
will determine the general overall fit of the model while examination of the
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individual goodness-of-fit statistics will determine how well the data from each of
the experimental conditions fit the model.
Hypothesis Two
H2: The path /331 in the global experimental model will be
significant.
Hypothesis Two will be tested by the following research questions:
R^: The path /?31 in the global experimental model will not be
significant for the specific experimental effect of China as the
country and Shoes as the product.
R2b: The path /331 in the global experimental model will not be
significant for the specific experimented effect of China as the
country and Winter Jackets as the product.
R2C: The path j33l in the global experimental model will not be
significant for the specific experimental effect of Germany as the
country and Shoes as the product.
R^: The path /?31 in the global experimental model will not be
significant for the specific experimental effect of Germany as the
country and Winter Jackets as the product.
Rje: The path /331 in the global experimental model will not be
significant for the specific experimental effect of India as the
country and Shoes as the product.
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R^: The path /J31 in the global experimental model will not be
significant for the specific experimental effect of India as the
country and Winter Jackets as the product
These research questions will be tested by submitting the data to a
LISREL multi-sample structural equation analysis. Examination of the LISREL
estimates for the path /331 for each of the six experimental conditions will
determine the significance of the path.
Hypothesis Three
H3: The path )332 in the global experimental model will be significant.
Hypothesis Three will be tested by the following research questions:
R3a: The path j832 in the global experimental model will not be
significant for the specific experimental effect of China as the
country and Shoes as the product.
R3B: The path /332 in the global experimental model will not be
significant for the specific experimental effect of China as the
country and Winter Jackets as the product.
R3C: The path /332 in the global experimental model will not be
significant for the specific experimental effect of Germany as the
country and Shoes as the product.
R3D: The path /332 in the global experimental model will not be
significant for the specific experimental effect of Germany as the
country and Winter Jackets as the product.
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R3E: The path /332 in the global experimental model will not be
significant for the specific experimental effect of India as the
country and Shoes as the product.
R3f: The path /332 in the global experimental model will not be
significant for the specific experimental effect of India as the
country and Winter Jackets as the product
These research questions will be tested by submitting the data to a
LISREL multi-sample structural equation analysis. Examination of the LISREL
estimates for the path /332 for each of the six experimental conditions will
indicate the significance of the path.
Hypothesis Four
H4: The path /312 in the global experimental model will be significant.
Hypothesis Four will be tested by the following research questions:
R4a: The path /3l2 in the global experimental model will not be
significant for the specific experimental effect of China as the
country and Shoes as the product.
R4B: The path /312 in the global experimental model will not be
significant for the specific experimental effect of China as the
country and Winter Jackets as the product.
R4C: The path /312 in the global experimental model will not be
significant for the specific experimental effect of Germany as the
country and Shoes as the product.
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R D: The path f$12 in the global experimental model will not be
4

significant for the specific experimental effect of Germany as the
country and Winter Jackets as the product.
R E: The path (3n in the global experimental model will not be
4

significant for the specific experimental effect of India as the
country and Shoes as the product.
R F: The path /312 in the global experimental model will not be
4

significant for the specific experimental effect of India as the
country and Winter Jackets as the product.
These research questions will be tested by submitting the data to a
LISREL multi-sample structural equation analysis. Examination of the LISREL
estimates for the path j832 for each of the six experimental conditions will
indicate the significance of the path.
Pretest Results
This section discusses the results of the two pretests. First, the
characteristics of the two samples are presented. Then an overview of the scale
development analyses for each of the individual scales, along with the reliability
and validity assessments for the scale, is given.
Pretest Sample Characteristics
The demographic information for the two samples used for the two
pretests is presented in Table 3.2. The sample for pretest one (n = 312) is
labeled Sample A, and the sample for pretest two (n = 99) is labeled Sample B.
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TABLE 3.2
Demographic Information
Pretest Sample
Sample A

Sample B

M ale

41.4%

50.2%

48%

Female

58.6%

49.8%

52%

Single

23.7%

46.3%

49.9%

Married

67.0%

44.3%

49.8%

Divorced

5.2%

7.4%

6.9%

Widowed

3.1%

1.6 %

2.0%

Separated

1.0%

.3%

.5%

4.0%

8.2 %

7.2%

H.S. Graduate

18.2%

6.9%

9.7%

Some College

24.2%

43.0%

38.4%

6.1%

43.0%

5.2%

BA/BS

12.1%

4.9%

20.0 %

BA+

19.2%

22.6 %

9.4%

MA/MS

5.1%

6.2 %

3.7%

MA+

7.1%

3.3%

3.2%

PhD+

1.0%

.7%

1.7%

Yes

77.0%

86.4%

84.1%

No

23.0%

13.6%

15.9%

Demographic
Information

Total
Sample

Gender

Marital Status

Education
Some High School

AA

Emploved

T a b le c o n t’d
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Worked in another Country
Yes

13.1%

9.4%

10.3%

No

86.4%

90.6%

89.7%

Yes

79.0%

62.4%

66.5%

No

21.0

37.6%

33.5%

Under $10,000

7.6%

8.6%

8.3%

$10,000 to

$19,999

6.5%

8.2%

7.8%

$20,000 to

$29,999

9.8%

8.2%

8.6%

$30,000 to $39,999

14.1%

9.6%

$40,000 to

$49,999

21.7%

15.4%

16.9%

$50,000 to

$59,999

14.1%

13.0%

13.3%

$60,000 to

$69,999

10.9%

9.9%

10.2%

$70,000 to

$79,999

5.4%

8.2%

7.6%

$80,000 to

$89,999

5.4%

4.8%

4.9%

$90,000 to

$99,999

0.0%

3.1%

2.3%

$100,000 to $149,999

2.2%

5.1%

4.4%

$150,000 or more

2.2%

5.8%

Traveled to a Foreign

Household Income

10.7%

4.9%

Scale Development Analyses
This section presents the results of two pretests that are used to
determine the internal validity of the scales used in this study. As previously
discussed, internal consistency of the individual scales is assessed with
Cronbach’s Alpha, item-to-total correlations, composite reliabilities, and the
average variance extracted.
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According to Nunnally (1978), a scale is considered to be internally
consistent if the item-to-total correlations are .5 or greater. The .5 level is also
suggested as a minimum acceptable level for the average variance extracted
(Fomell and Larcker 1981). While the average variance extracted assesses the
amount of variance captured by a construct’s measure relative to random
measurement errors, composite reliability measures how well the scale items
symbolize a latent construct. Since one would want scale items to be more
indicative, rather than less indicative, of a latent construct, higher levels are
desired. However, composite reliabilities in the .60 to .70 range may be
acceptable in some cases (Hayduck 1987; Hair, Anderson, Tatham and Black
1995). The aforementioned criteria were kept in mind when assessing each of
the scales for internal consistency.
As discussed in a previous section, discriminant validity of the scales was
assessed in two ways. First, for all possible pairwise combinations of the six
constructs, a one-factor model was compared to a two-factor model. As
previously discussed, according to the conceptualization of Anderson and
Gerbing (1988), inference of discriminant validity can be made when the twofactor model generates a statistically significant improvement in fit over the onefactor model. Second, the 95% confidence interval around the phi correlation
was calculated. According to Anderson and Gerbing (1988), if the phi
correlation between two constructs, plus or minus 1.96, is less than one,
discriminant validity may be inferred. Consequently, the findings from these two
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tests (i.e., the one- factor versus the two-factor comparison and the confidence
level around the phi) were used in the assessment of discriminant validity for
each of the individual scales.
Product Involvement Scale Analyses
Pretest 1. Product involvement was measured using Zaichkowsky’s
(1985b) Personal Involvement Inventory. Through an iterative process of three
separate factor analyses, the 20 item scale was reduced to six items that were
found to have the best overall model fit. Initial factor analysis of the original 20
items of Zaichkowsky’s (1985) scale resulted in a GFT of .668. Deletion of 11
items (PII4, PII5, PII8, PII13, PII14, PII15, PII16, PII17, PII18, PII19, PII20)
resulted an improvement in the GFI from .668 to a GFT of .876 from the first to
the second factor analysis. The fit was further improved to .906 after three
additional items were eliminated from the scale. The results are presented in
Table 3.3.
Table 3.4 presents the loadings, t-values and standard errors for the
remaining six items on the involvement construct. The loadings, which range
from .817 to .899, and the t-values, which are all significant, indicate that the
items reflect the construct veiy well. Consequently, the resulting six-item scale,
which is pictured in Figure 3.1 was then assessed for internal consistency and
discriminant validity.
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TABLE 3.3
Confirmatoiy Factor Analysis for
Scale Development of
Product Involvement Scale
CFA #

Items

x2

1

pn
1-20

1006.76

2

pn
1,2,3,6,7,9,
10,11,12

3

pn
1,2,3,9,
10,11

df

GFI

AGFI

RMSR

171

.668

.592

.377

157.08

28

.876

.801

.404

81.69

10

.906

.803

.418

CFA=Confirmatory Factor Analysis, PII= Product Involvement, df=Degrees o f Freedom,
G FI=G oodness of Fit Index, A G FI=A djusted Goodness o f Fit Index, RM SR=Root Mean Square
Residual.

Assessment of Internal Consistency. In order to assess the internal
consistency of the product involvement scale, estimates of composite reliability
and average variance extracted were computed. The results of these tests, as
well as other psychometric properties of the six item scale, are presented in
TABLE 3.4
Product Involvement Scale Development:
Path Estimates for Lambda
Item

Path

PH I

Estimate

t-value

Standard Error

.850

.000"

.261

pn 2

A21

.899

20.436

.261

pn3

a.31

.867

18.121

.256

pn 9

A-41

.863

19.109

.469

P II10

^•51

.855

20.075

.374

^•61

.817

16.135

.361

p ii

li

a t values were not calculated, since loading was set to 1.0 to fix construct variance. PII=Product
Involvement.
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Product
Involvement

-o

<n
UJ

o

8 = .278

8 =.192

8 = .249

8 =.301

8 =.270

Figure 3.1. Confirmatory Factor Analysis for Scale Development o f the Product
Involvement Construct. PII=Product Involvement.

Table 3.5. The composite reliability of the six-item scale is .942, and the
average variance extracted is .730. Thus, both of these tests are indicative of
internal consistency for the product involvement scale (Fomell and Larcker
1981).
Assessment of Discriminant Validity. For all possible pairwise
combinations, the x2 for the two-factor model fit was better than the x2 for the
one-factor model fit. Moreover, the 95% confidence intervals around phi did not
include the value one. These criteria were met for all the pairwise combinations.
Given the preceding results, discriminant validity is supported for the product
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TABLE 3.5
Scale Development
Psychometric Properties of Scales

Number of Items
Mean

PII

RISK

PD

PPQ

NC

PI

6

4

6

5

7

2

32.394

Standard Deviation

10.95

14.131

19.68

29.64

8.87

7.893

3.640

6.567

5.337

6.5744

62.302

13.253

43.054

28.486

43.2226

Composite
Reliability

.942

.872

.842

.930

.834

.912

Average Variance
Extracted

.730

.635

.474

.728

.426

.839

Variance

3.821
14.60

PII=Product Involvement, Risk=Perceived Risk, PD=Psychic Distance, PPQ=Perceived Product
Quality, N C=N ational Character, PI=Purchase Intentions.

involvement scale. The results of the one-factor vs. the two-factor comparison
are presented in Table 3.6 and the results of the confidence level around phi are
reported in Table 3.7.
TABLE 3.6
Confirmatory Factor Analysis for
Assessment of Discriminant Validity
Chi-Square Comparisons of One-Factor Versus Two-Factor Models
Construct
Pair

One-Factor
x2

Degrees of
Freedom

Two-Factor
x2

Degrees of
Freedom

NC-PD

497.57

65

200.66

64

NC-PII

560.75

65

232.30

64

NC-PPQ

346.88

54

203.35

53

NC-RISK

543.21

44

176.29

43

PD-PH

505.21

54

285.62

53

PD-PPQ

443.68

44

113.03

43
T able
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PD-RISK

469.15

35

71.26

34

PH-PPQ

881.97

44

151.51

43

PH-RISK

520.3

35

123.98

34

PPQ-RISK

459.97

27

105.33

26

PI-RISK

280.1

9

57.92

8

PI-PPQ

285.26

14

68.73

13

PI-PII

300.43

20

100.95

19

PD-PI

287.01

20

24.28

19

NC-PI

344.61

27

101.91

26

Goodness o f Fit and Adjusted Goodness o f Fit
GFI

AGFI

GFI

AGFI

NC-PD

.661

.525

.889

.842

NC-PII

.664

.530

.875

.823

NC-PPQ

.764

.658

.868

.805

NC-RISK

.676

.515

.887

.827

PD-PII

.668

.520

.860

.794

PD-PPQ

.668

.502

.924

.884

PD-RISK

.669

.527

.944

.910

Pn-PPQ

.533

.300

.912

.864

PII-RISK

.668

.510

.914

.861

PPQ-RISK

.680

.467

.910

.844

PI-RISK

.796

.523

.928

.812

PI-PPQ

.816

.633

.928

.844

PI-PII

.828

.691

.918

.845

PD-PI

.843

.718

.976

.954

NC-PI

.811

.685

.916

.854

NC=NationaI Character, PD=Psychic Distance, PII=Product InvoIvement,Risk=Perceived Product
Risk, PPQ=Perceived Product Quality, PI=Purchase Intentions.
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Pretest 2. The objective of the second pretest was to provide futher
evidence of scale reliability. The results, which are presented in Table 3.8
indicate that item total correlations range from .702 to .862, which are all above
the 0.5 advocated as acceptable by Nunnally (1978) as being acceptable. The
standardized item alpha of .926 provides further evidence of scale reliability for
the product involvement scale.
TABLE 3.7
Scale Development
Assessment of Discriminant Validity by
Examination of Confidence Level around Phi
Construct Pair

Phi Estimate

Confidence Interval around
Phi

NC-PD

.268

.118 < 0 < .418

NC-RISK

-.186

-.331 < 0 < -.041

NC-PI

.231

.90 < 0 <.372

NC-PII

-.041

-.184 < 0 < .102

NC-PPQ

.375

.283 < 0 < M l

PD-PI

.054

-.203 < <f> < .311

PD -Pn

-.190

-.337 < 0 < -.043

PD-PPQ

.022

-.115 <(f>< .159

PD-RISK

-.017

-.166 < 4> < .132

PI-PII

.176

.043 < 0 < .309

PI-PPQ

-.717

-.844 < 0 < -.59

PI-RISK

-.240

-.373 < 0 < -.107

Pn-PPQ

-.056

-.195 < 0 < .083

PPQ-RISK

-.547

-.682 < 0 < -.412

PII-RISK

-.050

-.191 < 0 < .091

NC=National Character, PD=Psychic Distance, PII=Product Involvement,Risk=Perceived
Product Risk, PPQ=Perceived Product Quality, PI=Purchase Intentions.
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Perceived Risk Scale Analyses
Pretest 1. The iterative process was also used for scale development of the
perceived risk scale. Thus, the perceived risk scale, containing seven items, was
submitted to factor analysis. Factor loadings were examined in order to
determine which items contributed significantly to the factor. After examination
of the first factor analysis, three items were deleted (Risk 3, Risk 4, and Risk 7).
The remaining four items were then submitted to a second factor analysis.

As

indicated in Table 3.9, the GFI improved from .802 to .936 with the deletion of
the three items.
TABLE 3.8
Product Involvement Scale Development:
Examination of Alpha
Scale Item

M ean

Standard
Deviation

Item-Total
Correlation

PH 1

5.717

1.585

.702

.9237

pn 2

5.424

1.566

.859

.9023

PII 3

5.384

1.530

.862

.9021

pn9

5.535

1.459

.722

.9204

p n 10

5.040

1.628

.760

.9161

pn li

5.293

1.466

.818

.9084

Alpha if Item
Deleted

Standardized Item Alpha = .926, PH =Product Involvement.
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TABLE 3.9
Confirmatory Factor Analysis for
Development of Perceived Risk Scale
CFA #

Items

1

Risk
1-7

2

Risk
1.2,5,6

df

GFI

AGFI

206.64

15

.802

.630

.113

31.66

3

.936

.786

.141

t

RMSR

CFA=Confirmatoiy Analysis, Risk= Perceived Product Risk, df=D egrees of Freedom, GFI=Goodness
o f Fit Index, AGFI=Adjusted Goodness o f Fit Index, R M SR =R oot Mean Square Residual.

The loadings, t-values and standard errors for the Perceived Risk Scale
are presented in Table 3.10. Given the good fit, it was decided to retain the
remaining four items, as pictured in Figure 3.2, to be used to assess perceived
risk for internal consistency and discriminant validity.

Path

Estimate

t-value

Standard Error

Risk 1

A:

.919

ooo
w

TABLE 3.10
Perceived Risk Scale Deveopment
Path Estimates for Lambda
Item

.261

Risk 2

Aji

.875

19.082

.469

Risk 5

A3l

.670

11.024

.374

Risk 6

A41

.694

11.827

.361

a t values were not calculated, since loading was set to 1.0 to Ox construct variance. Risk=Perceived
Product Risk..

Assessment of Internal Consistency. In order to assess the internal
consistency of the perceived risk scale, estimates of composite reliability, and
average variance extracted were computed. The results of these tests, along with
other psychosometric properties of the four item scale, are presented in
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Table 3.5. According to the criteria established by Foraell and Larcker (1981),
the composite reliability of .872, and average variance extracted of .635 are
indicative of internal consistency for the perceived risk scale.

Perceived
Product
Risk

■>
o

Risk

Risk 2

S = .234

Risk 6

S = .5 5 1

!ingure 3.2. Confirmatory Factor Analysis for Scale Development of the Perceived
Product Risk Construct. Risk=Perceived Product Risk.

Assessment of Discriminant Validity. For all possible pairwise
combinations, the %2 fit ° f the two-factor model is better than the x2 fit of the
one-factor model, providing initial evidence for discriminant validity of the
perceived risk scale. These results of the one-factor vs. the two-factor
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comparisons are presented in Table 3.6.

Furthermore, as indicated in Table 3.7,

the 95% confidence interval around phi for any pair of the constructs is
significantly less than one, thus providing further support for discriminant validity
of the perceived risk scale.
Pretest 2. The item-total-correlations and the standardized alpha for the
perceived risk scale are presented in Table 3.11.

Item-total correlations range

from .671 to .791, which are all above the 0.5 level advocated as being necessary
for internal consistency by Nunnally (1978). The standardized item alpha of .868
provides further evidence of scale reliability.
TABLE 3.11
Perceived Risk Scale Development
Examination of Alpha
Item

Mean

Standard
Deviation

Risk 1

2.717

Risk 2

Item-Total
Correlation

Alpha if Item
Deleted

1.143

.791

.801

2.455

1.062

.746

.821

Risk 5

3.101

1.102

.671

.851

Risk 6

2.677

0.988

.676

.849

Standardized Item A lpha = .8 6 8 , Risk=Perceived Product Risk.

Psychic Distance Scale Analyses
Pretest 1. The iterative process used for scale development for the other
constructs was also used for the psychic distance construct. Thus, the psychic
distance scale, containing eight items, was submitted to two separate factor
analyses. Factor loadings were examined in order to determine which items
contributed significantly to the factor. After examination of the first factor
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analysis, two items (PD5 and PD6) were deleted. The remaining six items were
then submitted to a second factor analysis. As indicated in Table 3.12, the GFT
improved from .798 to .951 with the deletion of the two items.
TABLE 3.12
Confirmatoiy Factor Analysis for
Scale Development of
Psychic Distance Scale
CFA #

Items

1

PD
1-8

2

PD
1,2,3,
4,7,8

X2

df

GFI

AGFI

371.12

66

.798

.721

.157

10

.951

.897

.215

RMSR

37.70

CFA=Confirmatory Factor Analysis, PD=Psychic Distance, df=D egrees of Freedom, G FI=Goodness of
Fit Index, AGFI=Adjusted Goodness o f Fit Index, RM SR=Residual Mean Square Residual.

Table 3.13 presents the loading of the scale items to the factor, t-values,
and standard errors. An examination of the loadings indicate that these items
adequately describe the construct. Moreover, the t-values are all significant.
The resulting four-item scale, as presented in Figure 3.3, was then assessed for
internal consistency and discriminant validity.
Assessment of Internal Consistency. In order to assess the internal
consistency of the psychic distance scale, estimates of composite reliability and
average variance extracted were computed. As indicated in Table 3.5, the
composite reliability of .842 is adequate, although the average variance extracted
of .474 is lower than desired (Fomell and Larcker 1981). Given the exploratory
nature of the research, and the importance of the psychic distance construct to
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the theory proposed herein, it was decided to retain the six-item scale for the
main study.
TABLE 3.13
Psychic Distance Scale Development:
Path Estimates for Lambda
Item
PD 1

Path
* 1

Estimate

t-value

Standard Error

.834

.000*

.517

PD 2

A21

.680

14.490

.474

PD 3

*31

.646

9.904

.710

PD 4

*41

.541

10.045

.703

.728

12.488

.580

.670

12.769

.565

PD 7
PD 8

*«

a t values were not calculated, since loading was set to 1.0 to fix construct variance. PD=Psychic
Distance.

Assessment of Discriminant Validity. The same procedure as used for
other scales was used for assessment of discriminant validity for the psychic
distance scale. First, all possible pairwise combinations were tested by a onefactor model and a two-factor model. In all cases the fit of the two-factor model
was better than the fit of the one-factor model, as evidenced by the x 2 testThese results are presented in Table 3.6. Second, the confidence intervals around
phi were estimated. As shown in Table 3.7, in all cases, the criteria advocated by
Anderson and Gerbing (1988) provided further confirmation of discriminant
validity for the psychic distance scale.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

109

Psychic
Distance

,'<r.

8 = .305

PD 2

PD 3

PD 4

8 = .5 3 8

8 = .5 8 3

8 = .707

PD 8

8 = .470

8 =.551

Figure 3.3. Confirmatory Factor Analysis for Scale Development of the Psychic
Distance Construct. PD=Psychic Distance.
Pretest 2. The item-total-correlations and the standardized alpha for the
psychic distance scale are presented in Table 3.14. The standardized alpha of
.769 is within the acceptable range. The item-total correlation for one of the
scale items (PD4) is low at .440. The other six items, although acceptable in that
they are over .5, are barely over the .5 "acceptable" range. However, given the
overall reliability assessment, the scale is within acceptable parameters.
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TABLE 3.14
Psychic Distance Scale Development
Examination of Alpha
Scale Item

Mean

Standard
Deviation

Item-Total
Correlation

Alpha if Item
Deleted

PD 1

2.616

1.510

.557

.722

PD 2

2.758

1.756

.500

.736

PD 3

2.374

1.489

.501

.735

PD 4

1.758

1.506

.440

.750

PD 7

2.192

1.569

.545

.724

PD 8

2.434

1.797

.527

.730

Standarzied Item AJpha=.769, PD=Psychic Distance.

Perceived Product Quality Scale Analyses
Pretest 1. The perceived product quality scale, containing 18 items was
submitted to factor analysis. Factor loadings were examined in order to
determine which items contributed significantly to the factor. Through an
iterative process, items which did not contribute significantly to the scale were
subsequently deleted. After examination of the first factor analysis, nine of the
18 items (PPQ1, PPQ3, PPQ4, PPQ6, PPQ13, PPQ14, PPQ16, PPQ17, PPQ18)
were deleted. The remaining nine items were then submitted to a second factor
analysis, resulting in an improvement in the fit as evidenced by the increase in
the GFT from .777 with the initial 18-item scale to GFI of .855 with the nine
item scale. Table 3.15 presents these findings. Examination of the results of the
second factor analysis resulted in the deletion of PPQ7, PPQ9, PPQ10, and
PPQ11. The remaining five items were then analyzed via a third factor analysis.
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As indicated in Table 3.14, each successive iteration resulted in a better fit of the
model, with the five items remaining after the iterative process resulting in the
best overall model fit, as evidenced by the GFI of .924 for the five-item scale.
TABLE 3.15
Confirmatory Factor Analysis for
Scale Development of
Perceived Product Quality Scale
CFA#

Items

x2

df

GFI

AGFI

RMSR

1

PPQ
1-18

588.97

136

.777

.719

.231

2

PPQ
2,5,7,8,9,10,
11,12,15

184.55

28

.855

.767

.410

3

PPQ
2,5,8,12,15

49.54

6

.924

.8161

.322

CFA= Confirmatory Factor Analysis, PPQ=Perceived Product Quality, df=Degrees o f Freedom,
GFI=Goodness o f Fit Index, AGFI=Adjusted Goodness o f Fit Index, RM SR=Residual Mean
Square Residual.

Consistent with the procedure followed with the development of the other
scales, the loadings of the individual scale items to the construct and the t-values
were examined.

Table 3.16 presents the loading of the scale items to the factor

for the perceived product quality scale and the t-values. The loadings range
from .756 for PPQ8 to .915 for PPQ5. The t-values are all significant, varying
from 16.1985 to 23.432. Thus, there is evidence that these items adequately
describe the construct. The resulting five item scale, presented in Figure 3.4,
was then assessed for internal consistency and discriminant validity.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

112

TABLE 3.16
Perceived Product Quality Scale Development:
Path Estimates for Lambda
Item

Path

PPQ 2

Estimate

t-value

Standard
Error

.897

.000a

.261

PPQ 5

a.21

.915

23.432

.256

PPQ 8

*31

.756

16.1985

.469

PPQ 12

*41

.841

19.671

.374

PPQ 15

*51

.849

20.060

.361

a t values were not calculated, since loading was set to 1.0 to fix construct variance. PPQ=Perceived
Product Quality.

Perceived
Product
Q uality

CN

U)

PPQ

PPQ

PPQ

8 = .1 9 5

8 = .163

8 = .4 2 8

PPQ

8 = .2 9 3

PPQ

8 = .2 7 9

!7igure 3.4. Confirmatory Factor Analysis for Scale Development of the Perceived
Product Quality Construct. PPQ=Perceived Product Quality.
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Assessment o f Internal Consistency. Assessment of internal consistency
for the perceived product quality scale was done by computing the composite
reliability and average variance extracted. The results (i.e., composite reliability
= .930, and average variance extracted = .728) were excellent and provide
compelling evidence for internal consistency for the perceived product quality
scale, according to the criteria established by Fomell and Larcker (1981).
Table 3.5 presents the results of these computations.
Assessment of Discriminant Validity. Following the procedure set forth
by Anderson and Gerbing (1988), a one-factor model, representing all possible
pairwise combinations of the perceived product construct, was compared to a
two-factor model. Discriminant validity is presumed to exist when the x2 fit of
the two-factor model is better than the one-factor model. (Bagozzi and Phillips
1982; Anderson and Gerbing 1988). In all possible combinations, the fit of the
two-factor model was better than the fit of the one-factor model. According to
Anderson and Gerbing (1988), discriminant validity can also be inferred if the
95% confidence interval between two constructs does not contain a value of one.
This criterion was met for all the pairwise combinations. The results of the onefactor vs. the two-factor x2 comparison test is presented in Table 3.6. The results
of the calculations for the confidence level around phi are presented in Table
3.7. Given the preceding results, discriminant validity can be inferred for the
perceived product quality scale.
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Pretest 2. As previously discussed, the objective of the second pretest was
to provide further evidence of scale reliability via the use of another sample.
The results, which are presented in Table 3.17, indicate that except for one item
(i.e., PPQ 8) the scale item-to-total correlations are above .69. Coefficient
Alpha for the perceived product scale was .850, indicating acceptable reliability.
TABLE 3.17
Perceived Product Quality Scale Development
Examination of Alpha
Item

Mean

Standard
Deviation

Item-Total
Correlation

PPQ 2

4.162

1.434

.686

.822

PPQ 5

3.748

1.388

.833

.780

PPQ 8

4.030

1.147

.389

.887

PPQ 12

3.596

1.332

.716

.814

PPQ 15

4.141

1.385

.735

.808

Alpha if Item
Deleted

Standardized Item A lpha = .850, PPQ=Perceived Product Quality.

National Character Scale Analyses
Pretest 1.

The results of the factor analyses used for the National

Character is presented in Table 3.18. This construct was initially measured with
a 13-item scale. Examination of factor loadings from two separate factor analyses
resulted in a reduction of six items (NC3, NC7, NC8, NC10, NC11, NC12) from
the scale. The initial 13-item scale had a GFI of .798. However, as shown in
Table 3.18, the seven item scale which resulted from the second factor analysis
increased the GFI to .887.
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TABLE 3.18
Confirmatory Factor Analysis for
Scale Development of
National Character Scale
CFA#

Items

x2

1

NC
1-13

371.12

2

NC
1,2,4,5,
6,9,13

df

GFI

AGFI

RMSR

66

.798

.721

.157

15

.887

.789

.197

106.07

CFA=Confinnatory Factor Analysis, NC=National Character, df=Degrees o f Freedom,
G FI=Goodness o f Fit Index, AGFI=Adjusted Goodness o f Fit Index, R M SR =R oot Mean Square
Residual.

Table 3.19 presents the loadings of the individual items on the national
character construct and the t-values for each item, t-values range from 8.68 to
12.14 and the loadings range from .430 for NC13 to .799 for NCI. Overall, the
loadings are not as high as some of the other constructs. However, it was
decided to retain all six items for assessment of internal consistency and
discriminant validity.
Assessment of Internal Consistency. In order to assess the internal
consistency of the national character scale, estimates of composite reliability,
coefficient alpha, composite reliability, and average variance extracted were
computed. As indicated in Table 3.5, the average variance extracted score of
.426 is low according to the criterion established by Fomell and Larcker (1981).
However, the composite reliability of .834 is good. Thus, the two tests,
considered together, provide evidence, although not conclusive evidence, of
internal consistency for the national character scale.
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TABLE 3.19
National Character Scale Development:
Path Estimates for Lambda
Path

Item

Estimate

t-value

S.E.

.989

.000*

.517

NC 1
NC 2

A.2i

.637

10.151

.694

NC 4

*3t

.729

11.985

.600

NC 5

X41

.723

11.870

.606

NC 6

*51

.648

10.360

.683

.736

12.142

.591

.558

8.680

.765

NC 9
X.n

NC 13

a t values were not calculated, since loading was set to 1.0 to fix construct variance, NC=NationaI
Character.

National
Character

UJ

03

NC 2

8

= .361

g_

740

NC 5

NC 4

8

= 517

5

= 456

NC

8

6

=.585

NC 9

8

=.545

NC 13

6

Figure 3.5. Confirmatory Factor Analysis for Scale Development of the National
Character Construct NC=National Character.
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Assessment of Discriminant Validity. The same procedure as used for
other scales was used for assessment of discriminant validity for the national
character scale. First, all possible pairwise combinations were tested by a onefactor model and a two-factor model. In all cases, the fit of the two-factor
model is significantly better than the fit of the one-factor model, as evidenced by
the x2 test. Second, the confidence intervals around phi were estimated. In all
cases, the criteria advocated by Anderson and Gerbing (1988) provided further
confirmation of discriminant validity for the national character scale. Table 3.6
presents the results of the one-factor versus the two-factor pairwise comparisons,
and Table 3.7 presents the confidence interval around phi estimate.
Pretest 2.

The results, which are presented in Table 3.20 indicate that

several of the item-total correlations are below the recommended .5 cutoff point.
Furthermore, the standardized item alpha at .687 is the lowest of the six scales.
However, in light of the proposed theory, a decision was made to retain all seven
items for the next data collection process.
Purchase Intentions Scale Analyses
Pretest 1. The results of the factor analyses used for the purchase
intention scale are presented in Table 3.21. The construct was initially measured
with a seven-item scale. Examination of factor loadings from two separate factor
analyses resulted in a reduction of five items from the scale. The initial item
scale had a GFI of .839. However, as shown in Table 3.21, the two item scale
which resulted from the second factor analysis increased the GFI to .965.
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TABLE 3.20
National Character Scale Development:
Examination of Alpha
Scale Item

Mean

Standard
Deviation

Item-Total
Correlation

Alpha if Item
Deleted

NCI

3.370

1.488

.532

.621

NC 2

5.110

1.370

.184

.704

NC 4

3.890

1.517

.571

.610

NC 5

4.180

1.610

.484

.631

NC 6

3.900

1.709

320

.678

NC 9

4.320

1.814

.496

.626

NC 13

4.870

1.574

.225

.700

Standardized Item Alpha = .687, N C =N ational Character.

TABLE 3.21
Confirmatory Factor Analysis for
Scale Development of
Purchase Intentions Scale
Items

X2

df

GFI

AGFI

RMSR

1

PI 1,2,
6.7,8,9,10

170.10

15

.839

.699

.318

2

PI 7,8

13.59

1

.965

.792

.294

CFA#

CFA=Confxrmatory Factor Analysis, PI=Purchase Intentions, df=Degrees of Freedom ,
G FI=G oodness of Fit Index, AGFI=Adjusted Goodness o f Fit Index, R M SR =R oot
M ean Square Residual.

Consistent with the procedure followed with the development of the
other scales, the loadings of the individual scale items to the construct and the tvalues were examined. The results are presented in Table 3.22. The resulting
two-item scale, presented in Figure 3.6, was subsequently assessed for internal
consistency and discriminant validity.
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Item

Path

Estimate

PI 7
PI 8

A

a

t-Value

S.E.

.8 8 6

o
oII

TABLE 3.22
Purchase Intentions Scale Development
Path Estimates for Lambda

0

.945

12.218

.073

t-values were not calculated, since loading was set to 1.0 to fit construct variance, PI=Purcbase
Intentions.

Purchase
Intention

2?

8

= 215

Figure 3.6. Confirmatory Factor Analysis for Scale Development of
the Purchase Intentions Construct. PI=Purchase Intentions.

Assessment of Internal Consistency. In order to assess the internal
consistency of the purchase intentions scale, estimates of composite reliability,
coefficient alpha, composite reliability, and average variance extracted were
computed. As indicated in Table 3.5, the average variance extracted score of
.839 is well above the .50 cutoff criterion established by Fomell and Larcker
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(1981). Furthermore, the composite reliability of .912 is good. Thus, the two
tests, considered together, provide evidence of internal consistency for the
purchase intentions scale.
Assessment of Discriminant Validity. The same procedure as used for
other scales was used for assessment of discriminant validity for the purchase
intentions scale. First, all possible pairwise combinations were tested by a onefactor model and a two-factor model. In all cases, the fit of the two-factor
model is better than the fit of the one-factor model, as evidenced by the x 2 test.
Second, the confidence intervals around phi were estimated. In all cases, the
criteria advocated by Anderson and Gerbing (1988) provided further
confirmation of discriminant validity for the purchase intentions scale. Table 3.6
presents the results of the one-factor versus the two-factor pairwise comparisons,
and Table 3.7 presents the confidence interval around the phi estimate.
Pretest 2.

The results, which are presented in Table 3.23 report the

item-total correlations and alpha. The high item-total correlations as well as the
high alpha provide evidence of scale reliability.
TABLE 3.23
Purchase Intentions Scale Development:
Eamination of Alpha
Item

Mean

Standard
Deviation

Item-Total
Correlation

Alpha if Item
Deleted

PI 7

4.217

1.938

.903

•

PI 8

4.65

1.979

.903

•

Standardized Item Alpha .949, PI=Purchase Intentions.
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Chapter Summary
Chapter Three contained a description of the procedure followed in the
preparation and administration of the questionnaires employed in the pretests.
The tests employed for assessment of scale reliability as well as the tests
employed for assessment of scale validity were then discussed. The results of
both the reliability assessment and the validity assessment indicate that the
resulting scales are reliable and valid and thus will be employed in the main
study. Chapter Three also introduced the statistical procedure, multi-sample
structural equation modeling, which will be utilized to analyze the data collected
from the survey administration.
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CHAPTER FOUR
ANALYSIS OF DATA

Chapter Three described the methodology employed in the preparation
and administration of the dissertation questionnaire; and results of the scale
development procedures were presented. The statistical techniques to be utilized
in data analysis and interpretation were also introduced in Chapter Three.
This chapter begins with a section describing the characteristics of the
sample. The psychometric properties of the measurement constructs are then
reported. Next, the results of the hypotheses are presented. The chapter
concludes with a section providing a summary of the results.
Sample Characteristics
The population from which the sample was drawn consisted of the
general public in a large mega-mall. The mall is located in the Minneapolis,
Minnesota, metropolitan area. Each respondent was randomly assigned a
questionnaire related to one of the six experimental conditions. This, in turn,
resulted in random assignment to one of six treatment groups, which were
described in Chapter One.
Demographic information related to gender, age, education, marital
status, and household income is discussed in the following section.
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The demographic characteristics of the individual samples, one for each of the
six experimental conditions, is summarized in the following section.
Demographic Characteristics: China/Shoes Sample
The sample for China/Shoes was evenly matched on gender with 50%
males and 50% females. In this group, 51.4% listed their marital status as
married while 40.7% indicated they were single. Concerning age, 34.5% of the
sample were 25 years of age or younger, 30.9% were between the ages of 26 and
40, 20.1% were between the ages of 41 and 50, and 14.4% were over the age of
50. Regarding education, 13.8% of the sample had a high school degree or were
still in school; 37% of the respondents had some college credits, and 49.2% of
the respondents had a college degree and/or graduate work. Respondents
reporting household income to be less than $20,000 comprised 16.8% of the
sample, while those reporting household income to be $80,000 or more
comprised 16.1% of the sample; 50.4% of the respondents reported household
income to be less than $50,000 while 62.6% of the respondents listed household
income as being greater than $50,000.
Demographic Characteristics: China/Winter Jackets Sample
The sample for China/Winter Jackets was comprised of 40% males and
60% females. Regarding marital status, 47% of the respondents were married;
28% of the sample were 25 years of age or younger, 29.5% were between the
ages of 26-40, 26.6% of the respondents were between the ages of 41-50, and
16.4% of the respondents were older than 50. Concerning education, 22% of
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the respondents were currently students or had no more than a high school
degree, 33.1% of the respondents had some college, 44.9% of the respondents
had at least a four-year college degree. Respondents listing household income
as being less than $20,000 comprised 16.3% of the sample, while respondents
listing household income over $80,000 made up 15.5% of the sample. The
sample was closely matched on the number of respondents reporting household
income of under $50,000 (57.8%) and those reporting household income of over
$50,000 (61.5%).
Demographic Characteristics: Germanv/Shoes Sample
The Germany/Shoes sample was comprised of 37.4% males and 62.6%
females. Of the respondents, 32.6% reported they were married. This sample
was somewhat younger than the other samples, with 57.1% of the respondents
being under the age of 25. Regarding age, 14.3% of the respondents were
between the ages of 26-40, 20.4% were between the ages of 41 and 50, and 8.2%
of the respondents were older than 50. The youthfulness of this sample shows
up in the education reported: 49.7% of the sample were currently students or
had no college credits, 25.9% of the respondents had some college, and 24.5%
had a bachelor’s degree and/or graduate credits. Concerning income, 14.2% of
the respondents reported a household income of less than $20,000 and 12.1%
listed a household income of $80,000 or more. Of respondents’ households,
53% had an income of less than $50,000, while 63.4% of the respondents’
households had an income of $50,000 or more.
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Demographic Characteristics: Germany/Winter Jackets Sample
The Germany/Winter Jackets sample is comprised of 54.5% males and
45.5% females. Of the respondents, 39.7% were married. Nearly 40% of the
respondents were under the age of 25, 23.7% of the respondents are between
the ages of 26-40, 20.6% of the respondents are between the ages of 41 to 50,
and 16% of the respondents are over the age of 50. Nearly 47% (46.5%) of the
respondents listed a high school degree or less as their highest educational
achievement, 22.9% listed some college, and 30.5% listed a minimum of a
bachelor’s degree. For this experimental condition, 21.3% of the respondents
listed a household income under $20,000, while 10.1% of the respondents listed
a household income of $80,000 or more. Of the respondents, 55% listed their
household income to be under $50,000 while 70.7% of the respondents listed
their household income to be $50,000 or greater.
Demographic Characteristics: India/Shoes Sample
The sample for India/Shoes was comprised of 46.6% males and 53.4%
females, with 46% of the sample being married. The age of the sample is
distributed as 39.6% 25 years old or younger, 27.5% between the ages of 26-40,
26.3% between the ages of 41 and 50, and 6.6% over the age of 50. The
educational breakdown of the sample is 40.6% with a high school degree or less,
35.8% with some college credits, and 24.1% with a bachelor’s degree and/or
some graduate credits. From this sample, 11.9% of the respondents listed their
household income as being under $20,000, while 9.8% listed household income
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of $80,000 or more; 54.2% of the sample listed household income to be less
than $50,000 while 69% of the sample listed household income as $50,000 or
more.
Demographic Characteristics: India/Winter Jackets Sample
The sample for the experimental condition India/Jackets is comprised of
43.2% males and 56.8% females, of whom 52.7% are married. Respondents 25
years old or younger made up 35.7% of the sample, respondents 26-40 comprise
25% o f the sample, respondents between the ages of 41 and 50 comprise 23.6%
of the sample, and those over the age of 50 comprise 15.7% of the sample.
Respondents with a maximum of a high school education comprised 34.6% of
the sample, those with some college credits comprised 27.9% of the sample, and
respondents with a bachelor’s degree and/or graduate credits comprise 37.5% of
the sample.

Seven percent of the respondents listed household income to be

under $20,000, while 9.4% listed household income of $80,000 or more. Fifty
percent of the respondents listed household income as being less than $50,000
while 66.4% of the respondents listed household income as $50,000 or more.
Table 4.1 provides a summary of the demographic information for each of the
six samples.
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TABLE 4.1
Demographic Information by Sample
CJ

CS
Male
Gender
Female

Single

Marital
Status

Married

Divorced

Widow

Separated

<18
Age
18-25

26-40

GS

GJ

IS

U

Total

70

59

55

72

76

60

392

50%

40.1%

37.4%

54.5%

46.6%

43.2%

45.2%

70

88

92

60

87

79

476

50%

59.9%

62.6%

45.5%

53.4%

56.8%

54.8%

57

61

82

59

71

45

375

40.7
%

41.8%

58.2%

46.8%

43%

34.4%

44.2%

72

69

46

50

76

69

382

51.4
%

47.3%

32.6%

39.7%

46.1%

52.7%

45%

7

10

5

12

8

7

49

5%

6.8%

3.5%

9.5%

4.8%

5.3%

5.8%

3

2

2

2

1

3

13

2.1%

1.4%

1.4%

1.6%

0.6%

2.3%

1.5%

1

4

6

3

9

7

30

0.7% 2.7%

4.3%

2.4%

5.5%

5.3%

3.5%

5

50

23

30

20

138

3.6% 6.8%

34%

17.6%

18%

14.3%

15.9%

43

31

34

29

36

30

203

30.9
%

21.2%

23.1%

22.1%

21.6%

21.4%

23.3%

43

43

21

31

46

35

219

30.9
%

29.5%

14.3%

23.7%

27.5%

25%

25.2%

10

Table coat’d
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41-50
Age
51>

< HS

HS

Educ

College

BA

Graduate

<10
Income
($1,000)

10-19

20-29

30-39

CS

CJ

GS

GJ

IS

IJ

Total

28

38

30

27

44

33

200

20.1
%

26.6%

20.4%

20.6%

26.3%

23.6%

23%

20

24

12

21

11

22

110

14.4
%

16.4%

8.2%

16%

6.6%

15.7%

12.6%

8

13

46

35

36

22

160

5.8%

9%

32.2%

26.7%

22.7%

16.2%

18.7%

11

19

25

26

29

25

135

8%

13.1%

17.5%

19.8%

17.9%

18.4%

15.8%

51

48

37

30

58

38

262

37%

33.1%.

25.9%

22.9%

35.8%

27.9%

30.6%

34

32

18

26

22

33

165

24.6
%

22.1%

12.6%

19.8%

13.6%

24.3%

19.3%

34

33

17

14

17

18

133

24.6
%

22.8%

11.9%

10.7%

10.5%

13.2%

15.6%

11

7

8

12

7

4

49

8.4%

5.2%

6%

9.8%

4.9%

3.1%

6.2%

11

15

11

14

10

5

66

8.4%

11.1%

8.2%

11.5%

7%

3.9%

8.3%

6

14

13

14

13

12

72

4.6%

10.4%

9.7%

11.5%

9.2%

9.4%

9.1%

18

22

25

14

27

22

128

13.7
%

16.3%

18.7%

11.5%

19%

17.2%

16.2%

Table cont’d
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40-49

50-59
Income
($1,000)
60-69

70-79

80-89

90-99

100-149

150>

CS

CJ

GS

GJ

IS

n

Total

20

20

14

13

20

21

108

15.3
%

14.8%

10.4%

10.7%

14.1%

16.4%

13.6%

16

5

14

19

21

21

96

12.2
%

3.7%

10.4%

15.6%

14.8%

16.4%

12.1%

15

21

14

16

16

19

101

11.5
%

15.6%

10.4%

13.1%

11.3%

14.8%

12.8%

13

10

11

7

14

12

67

9.9%

7.4%

8.2%

5.7%

9.9%

9.4%

8.5%

6

9

10

3

7

5

40

4.6% 6.7%

2.5%

2.5%

4.9%

3.9%

5.1%

1

5

4

1

2

14

0.8% 0.7%

3.7%

3.3%

0.7%

1.6%

1.8%

6

3

3

3

5

28

4.6% 5.9%

2.2%

2.5%

2.1%

3.9%

3.5%

8

6

3

3

0

23

4.5%

2.5%

2.1%

0%

2.9%

1

8

3

6.1% 2.2%

CS=China/Shoes, CJ=China/Winter Jackets, GS=Germany/Shoes, GJ= Germany/Winter
Jackets, IS= India/Shoes, IJ=India/Winter Jackets, Educ=Education.

Measurement Properties
Prior to testing of the measurement model by the multi-sample
procedure, the measurement model was investigated for each individual sample
(i.e., experimental unit), via confirmatory factor analysis. For each of the
individual measurement models, LISREL provides the goodness-of-fit index
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(GFT), and the adjusted goodness-of-fit index (AGFI). In addition to these two
tests for overall measurement model fit, the Comparative Fit Index (CFI)
(Bentler 1990) and the Tucker-Lewis Index (TLI) (Tucker and Lewis 1973;
Marsh, Balia and McDonald 1988) were computed. According to Hair et al.
(1995), these last two measures are incremental measures, which compare the fit
of the proposed model to the fit of the null model.
Confirmatory Factor Analysis: Measurement Model
The following section reports the results of the measurement model fit
indices. First, the results of the confirmatory factor analyses for each of the
individual samples are reported. Then, the outcome of the multi-sample
procedure for the measurement model is reported.
Measurement Model for China/Shoes Sample. For the experimental
condition China/Shoes, the GFI = .753, AGFI = .689, TLI = .803,

CFI =

.824. The x2 goodness-of-fit Statistic is 781.65 with 396 degrees of freedom.
Measurement Model for China/Winter Jackets Sample. The values of the
four indices of fit - GFI, AGFI, TLI, and CFI - for this sample are .737, .691,
.770, and .795, respectively. The x2 Goodness-of-fit Statistic is 763.54 with 396
degrees of freedom.
Measurement Model for Germanv/Shoes Sample. The experimental
condition Germany/Shoes resulted in GFI = .736, AGFI = .690, TLI = .757,
and CFI = .785. The x2 Goodness-of-fit Statistic is 716.95 with 396 degrees of
freedom.
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Measurement Model for Germany/Winter Jackets Sample. The four fit
indices generated for this experimental condition are: GFI = .729, AGFI =
.682, TLI = .759, CFT = .786. The x2 Goodness-of-fit Statistic is 714.35 with 396
degrees of freedom.
Measurement Model for India/Shoes Sample. The experimental condition
India/Shoes resulted in GFT = .755, AGFI = .712, TLI =.792, and CFT = .815.
The x2 Goodness-of-fit Statistic is 778.95 with 396 degrees of freedom.
Measurement Model for India/Winter Jackets Sample. The four fit
indices generated for this experimental condition are: GFT = .696, AGFT = .644,
TLI = .787, CFT = .810. The x2 Goodness-of-fit Statistic is .754.39 with 396
degrees of freedom.
Multi-Sample Measurement Model. In addition to testing the
measurement model for each sample individually, a multi-sample analysis was
completed for the measurement model. The x2 is 4509.81 with 2376 degrees of
freedom. It should be noted that the multi-sample x2 statistic is a measure of
the overall fit of all six models in all six samples (Joreskog and Sorbom 1989).
Summary of Fit For Measurement Models
The fit statistics for the individual measurement model do not indicate a
strong model fit. However, models with a large number of parameters estimated
seldom do. Furthermore, the x2 statistic, which provides a measure of overall fit,
is sensitive to sample size. Consequently, the fit for the individual measurement
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models, as well as the overall fit for the multi-sample measurement model, were
deemed adequate, given the objectives of the research.
Confirmation of Internal Consistency
The standard psychometric procedures employed for scale development
were discussed in Chapter Three. The results of the reliability assessment and
the validity assessment indicated that the resulting scales were reliable and valid.
Subsequently, these scales were utilized for the main study. Since the
dissertation research contains six experimental conditions, analyses similar to
those employed for the pretests were repeated. These procedures were
necessary to confirm that the scales remained reliable under the different
product/country combinations.
In order to assess the internal consistency of the measurement model
constructs, for each of the six samples, estimates of Cronbach’s alpha, composite
reliability, and average extracted were computed. The results of these tests, as
well as other psychometric properties of the six constructs, are presented in
Tables 4.2 - 4.7.
Product Involvement Construct. The internal consistency estimates of
Cronbach’s alpha, composite reliability, and average variance extracted for the
product involvement construct, for each of the six experimental conditions, are
presented in Table 4.2. Cronbach’s alpha ranges from .881 for the India/Winter
Jackets sample to .923 for the China/Shoes sample. Composite reliability ranges
from .938 for the India/Winter Jackets sample to .957 for the Germany/Winter
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Jackets sample. Average variance extracted ranges from .716 for the
India/Winter Jackets sample to .789 for the Germany/Winter Jackets sample.
These results are indicative of internal consistency for the product involvement
construct over all the experimental conditions.
TABLE 4.2
Product Involvement Construct
Psychometric Properties
Measurement Model
Item

PII

CS

CJ

GS

GJ

IS

IJ

# Items

6

6

6

6

6

6

Mean

30.721

31.36

30.644

31.895

28.425

30.371

Std Dev

7.464

8.565

7.705

8.244

9.485

7.304

Var

55.713

73.359

59.366

67.959

89.969

53.343

a

.923

.915

.885

.898

.899

.881

CR

.950

.956

.950

.957

.941

.938

AVE

.762

.764

.760

.789

.728

.716

P II=Product Involvement, Std Dev=Standard deviation,CR=Composite reliability,
AVE=Average variance, CS=China/Shoes, CJ=China/W inter Jackets, GS=Germany/Shoes,
GJ=Germany/W inter Jackets, IS=India/Shoes, U=India/W inter Jackets.

Perceived Risk Construct.

In order to assess the internal consistency of

the perceived risk construct over the six experimental conditions, estimates of
alpha, composite reliability, and average variance extracted were computed. The
results of these tests, as well as other psychometric properties of the four-item
construct, are reported in Table 4.3. The results are reported for the six
experimental samples. Cronbach’s alpha ranges from .751 for the
Germany/Winter Jackets sample to .847 for the China/Winter Jackets sample.
The composite reliabilities for the construct range from .798 for the
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Germany/Winter Jackets sample to .890 for the China/Winter Jackets sample.
The estimates for the average variance extracted range from .510 for the
Germany/Winter Jackets sample to .672 for the China/Winter Jackets sample.
TABLE 4.3
Perceived Risk Construct
Psychometric Properties
Measurement Model
CS

CJ

GS

GJ

IS

IJ

#
Items

4

4

4

4

4

4

Mean

12.314

11.933

11.242

11.18

11.904

11.879

Std
Dev

3.553

3.8

3.314

3.193

3.111

14.439

10.982

10.196

9.676

Item

Risk

Var

12.62

3.035
9.21

a

.857

.846

.822

.751

.763

.785

CR

.872

.890

.827

.798

.846

.804

AVE

.685

.672

.553

.510

.584

.513

Std Dev=Standard deviation, C R=C om posite reliability, AVE=Average variance,
CS=China/Shoes, C J= China/Winter Jackets, GS=Germany/Shoes, GJ=Germany/W inter
Jackets, IS= India/Shoes, U=India/W inter Jackets.

Psychic Distance Construct. The internal consistency estimates of
Cronbach’s alpha, composite reliability, and average variance extracted for the
six-item construct are presented in Table 4.4. Values for Cronbach’s alpha range
from .686 for the Germany/Shoes sample to .878 for the India/Winter Jackets
sample. The composite reliabilities for the construct range from .710 for the
Germany/Shoes sample to .933 for the India/Winter Jackets sample. The
average variance extracted ranges from .323 for the Germany/Shoes sample to
.701 for the India/Winter Jackets sample.
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TABLE 4.4
Psychic Distance Construct
Psychometric Properties
Measurement Model
Item

PD

CS

CJ

GS

GJ

IS

IJ

#
Items

6

6

6

6

6

6

Mean

13.707

15.367

22.094

21489

17.246

17.45

Std
Dev

6.31

6.409

5.828

5.647

6.815

7.99

Var

39.82

41.079

33.964

31.888

46.451

63.846

a

.789

.756

.686

.709

.762

.873

CR

.851

.821

.710

.804

.848

.933

AVE

.494

.437

.323

.416

.497

.701

PD = Psychic Distance, CS = China/Shoes, CJ = China/Winter Jackets, GS = Germany/Shoes,
G J = Germany/Winter Jackets, IS = India/Shoes, U = India/Winter Jackets, CR = Composite
reliability, AVE = Average variance.

Perceived Product Quality Construct. The results of the estimates for
internal consistency for the five-item perceived product quality construct for the
six samples are presented in Table 4.5. Cronbach’s alpha ranges from .784 for
the India/Winter Jackets sample to .883 for the China/Shoes sample. Composite
reliability for the construct ranges from .868 for the India/Winter Jackets sample
to .928 for the China/Shoes sample. Average variance extracted ranges from
.571 for the India/Winter Jackets sample to .722 for the China/Shoes sample.
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TABLE 4.5
Perceived Product Quality Construct
Psychometric Properties
Measurement Model
CS

CJ

GS

GJ

IS

IJ

#
Items

5

5

5

5

5

5

Mean

18.479

19.12

22.168

23.526

18.563

19.721

Std
D ev

5.723

6.114

4.844

4.687

5.184

5.185

Var

32.755

37.381

23.465

21.963

26.874

26.879

a

.883

.845

.813

.804

.796

.784

CR

.928

.903

.873

.885

.905

.868

AVE

.722

.653

.579

.608

.657

.571

Item

PPQ

P PQ = Perceived Product Quality, C S=C hina/Shoes, C J=C hina/W in te r Jackets,
GS=Germany/Shoes,GJ=Germany/W inter Jackets, IS=India/Shoes, U =India/W inter Jackets,
Std Dev=Standard deviation, CR=Com posite reliability, AVE=Average variance.

National Character Construct. The internal consistency estimates of
coefficient alpha, composite reliability, and average variance extracted for the
seven-item national character construct are presented in Table 4.6. Cronbach’s
alpha ranges from .728 for the Germany/Winter Jackets sample to .817 for the
India/Winter Jackets sample. Composite reliability for the construct ranges from
.841 for the Germany/Shoes sample to .919 for the India/Winter Jackets sample.
Average variance extracted ranges from .437 for the Germany/Shoes sample to
.621 for the India/Winter Jackets sample.
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TABLE 4.6
National Character Construct
Psychometric Properties
Measurement Model
Item

CS

CJ

GS

GJ

IS

U

7

7

7

7

7

7

#
Items

NC

Mean

30.164

Std
Dev

6.417

7.132

6.329

Var

41.174

50.871

a

.761

CR
AVE

30.12

30.933

32.97

26.958

27.021

5.822

7.261

7.235

10.163

33.893

52.727

52.352

.787

.758

.728

.801

.817

.852

.874

.841

.865

.917

.919

.457

.500

.437

.481

.614

.621

NC=National Character, CS=China/Shoes, CJ=China/W inter Jackets, GS=Germany/Shoes,
GJ=Germany/Winter Jackets, IS= India/Shoes, IJ=India/W inter Jackets, Std Dev=Standard
deviation, CR=Composite reliability, AVE=Average variance.

Purchase Intentions Construct. The results of the estimates for internal
consistency for the purchase intentions construct are presented in Table 4.7.
Cronbach’s alpha ranges from .838 for the Germany/Winter Jackets sample to
.921 for the China/Shoes sample. Composite reliability ranges from .872 for the
Germany/Shoes sample to .932 for the China/Shoes sample. Average variance
extracted ranges from .777 for the Germany/Shoes sample to .874 for the
China/Shoes sample.
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TABLE 4.7
Purchase Intentions Construct
Psychometric Properties
Measurement Model
CS

Item

PI

a

GS

GJ

IS

U

2

2

2

#
Items

2

2

2

Mean

9.529

8.493

7.376

6.767

7.09

6.964

Std
Dev

3.271

3.512

3.223

3.238

3.459

3.549

Var

10.697

12.332

10.385

10.483

11.962

12.596

a

.921

.873

.86

.834

.886

.895

CR

.932

.903

.872

.877

.930

.903

AVE

.874

.824

.777

.786

.870

.824

PI=Purchase Intentions, CS=China/Shoes, CJ=China/W inter Jackets, GS=Germany/Shoes,
GJ=Germany/W inter Jackets, IS= India/Shoes, U=India/W inter Jackets, Std Dev=Standard
deviation, CR=Com posite reliability, AVE=Average variance.

Summary of Internal Consistency.

According to Nunnally (1967), a

Cronbach’s alpha of .50 or .60 is an acceptable level of reliability in the
developmental stages of research. Since construct reliability denotes the internal
consistency of indicators for a construct, higher levels of construct reliability are
preferable to lower levels. However, at times, composite reliabilities in the .60
to .70 range may be deemed acceptable (Hayduk 1987; Hair, Anderson, Tatham
and Black 1995). According to Fomell and Larcker (1981), the average variance
extracted should be .50 or higher.
Over the six constructs, alpha ranges from .696 to .923 while values for
composite reliability range from .710 to .957. The average variance extracted
estimates range from .323 to .874. As with the pretest results, the low values for
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the average variance extracted occur in the scales utilized to measure psychic
distance and national character. Thus, there is a need for additional scale
development for these two constructs.
Confirmation of Discriminant Validity
Part of the pretest procedures was to determine Discriminant validity of
the constructs. Discriminant validity was assessed by two separate procedures:
(1) one-factor vs. two-factor comparison tests for all possible combinations of
pairs for the six constructs, and (2) assessment of the 95% confidence interval
around phi ((f)), for all possible pairs. The results of these tests were indicative
of discriminant validity for the six constructs.
Since the pretest was conducted on only one of the experimental
conditions, it was deemed appropriate to assess the discriminant validity among
the constructs for each of the experimental conditions. For the main study,
discriminant validity was assessed by two methods: (1) the correlations among
the constructs (f> estimates were examined, and (2) the confidence interval
around each of these <f> estimates was calculated to determine if they contained
the value of "1".
The correlations for the six experimental conditions are presented in
Table 4.8. Phi estimates ranged from -.303 to .650 in the China/Shoes sample;
from -.645 to .706 in the China/Winter Jackets sample; from -.337 to .798 in the
Germany/Shoes sample; from -.406 to .846 in the Germany/Winter Jackets
sample; from -.505 to .813 in the India/Shoes sample; and from -.538 to .825 in
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the India/Winter Jackets sample. A few of these correlations were higher than
preferred. Although constructs with relatively high correlations warrant further
investigation in future research, results of the next test offer support for
discriminant validity.
The confidence intervals around phi are presented in Table 4.9 for the
China/Shoes sample; in Table 4.10 for the China/Winter Jackets sample; in Table
4.11 for the Germany/Shoes sample; in Table 4.12 for the Germany/Winter
Jackets sample; in Table 4.13 for the India/Shoes sample; and in Table 4.14 for
the India/Winter Jackets sample.
As indicated in Tables 4.9 to 4.14, the confidence intervals around each of
the phi estimates, plus or minus two times the standard error of the estimate,
were significantly less than "1" in all cases, for each of the six samples. Thus,
according to the criteria set forth by Anderson and Gerbing (1988), and Bagozzi
and Phillips (1982), there is support for discriminant validity for the constructs
over the six experimental conditions.
TABLE 4.8
Correlation of Theoretical Measurement Constructs
By Experimental Condition
Chinese Winter Jackets
PII
PII
Chinese
Shoes

Risk

-.1

RISK

PPQ

NC

PD

PI

-.39

.424

.515

.111

.414

-.645

-.57

-.3

-.43
Table cont’d
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Chinese
Shoes

PPQ

-.09

-.3

.706

NC

.024

-.3

.65

PD

-.31

-.16

.397

.474

PI

.261

-.28

.209

.144

.551

.571

.456

.567
.188

.041

German Winter Jackets

pn
pn
German
Shoes

RISK

PPQ

NC

PD

PI

-.03

.494

.562

.2

-.04

-.406

-.37

-.06

-.29

.846

.233

.18

.454

.187

Risk

-.25

PPQ

.59

-.34

NC

.473

-.22

.798

PD

.139

-.01

.44

.724

PI

-.03

0

.165

.091

-.03
-.02

India Winter Jackets
PII
PII
India
Shoes

RISK

PPQ

NC

PD

PI

-.19

.254

.202

-.12

.198

-.538

-.28

-.07

-.25

.825

.51

.579

.692

.538

Risk

-.09

PPQ

-.07

-.51

NC

-.06

-.49

.813

PD

-.38

-.17

.633

.7

PI

.208

-.34

.53

.561

.385
.244

PII=Product Involvement, Risk=Perceived Product Risk, PPQ=Perceived Product Quality,
NC=National Character, PD=Psychic Distance, PI=Purchase Intentions.
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TABLE 4.9
Confirmation of Discriminant Validity
Confidence Level around Phi
China/Shoes Sample
Construct Pair

Phi Estimate

Confidence Interval
around Phi

pn - RISK

-.104

-.280 < <f> < .072

PH - PPQ

-.089

-.263 < <f> <.085

Pn-NC

.024

-.158 < <f> <.115

PH -PD

-.314

-.478 < (f> <-.15

pn-pi

.261

.097 < <f> <.425

RISK - PPQ

-.304

-.464 < <f> < -.144

RISK - NC

-.303

-.471 < <f> <-.135

RISK - PD

-.155

-.335 < 4> < .025

RISK - PI

-.277

-.443 <<f> < -.111

PPQ - NC

.650

.542 < <f> < .830

PPQ - PD

.397

.243 <<f>< .551

PPQ - PI

.209

.041 < <f> < .377

N C-PD

.474

.324 <<f>< .624

NC - PI

.144

-.036 < <f> < .324

PD - PI

.041

-.141 < <f> < .223

PII=Product Involvement,Risk=Perceived Product Risk, PPQ=Perceived Product Quality,
NC=National Character, PD=Psychic Distance, PI=Purchase Intentions.
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TABLE 4.10
Confirmation of Discriminant Validity
Confidence Level around Phi
China/Winter Jackets Sample
Construct Pair

Phi Estimate

Confidence Interval
around Phi

PH - RISK

-.387

-339 < 0 < -.235

PII - PPQ

.424

.278 < 0 < .57

Pn-N C

.515

.379 <(f> < .651

pn-P D

.111

-.075 < 0 < .297

- pi

.414

.339 < 0 < .564

RISK - PPQ

-.645

-.755 < 0 < -.535

RISK - NC

-.565

-.695 < 0 < -.435

RISK - PD

-.303

-.477 < 0 < -.129

RISK - PI

-.429

-379 < 0 < -.279

PPQ - NC

.706

.606 < 0 < .806

PPQ - PD

.551

.413 < 0 < .689

PPQ - PI

.571

.445 < 0 < .697

N C -PD

.456

.298 < 0 < .614

NC - PI

.567

.435 < 0 < .699

PD -PI

.188

.002 < 0 < .374

p d

PII=Product Involvement, Risk=Perceived Product Risk, PPQ=Perceived Product
Quality, N C=N ational Character, PD=Psychic Distance, PI=Purchase Intentions.
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TABLE 4.11
Confirmation of Discriminant Validity
Confidence Level around Phi
Germany/Shoes Sample
Construct Pair

Phi Estimate

Confidence Interval
around Phi

PH - RISK

-.252

-.426 < <f> < -.078

PH - PPQ

.590

.466 < <f> < .714

PH-NC

.473

.329 < <f> < .617

pn-PD

.139

-.045 < <f> < .323

pn-pi

-.034

-.214 < <£ < .146

RISK - PPQ

-.337

-.509 < <f>< -.165

RISK - NC

-.223

-.407 < <f> < -.039

RISK - PD

-.011

-.209 < <f> < .187

RISK - PI

-.006

-.194 < <f> < .088

PPQ - NC

.798

.712 < <f> < .884

PPQ - PD

.440

.280 <<t> < .601

PPQ - PI

.165

-.021 < <f> < .351

NC-PD

.724

-610 < <f> < .838

NC - PI

.091

-.097 < <f> < .279

PD-PI

-.023

.215 <(f>< .169

PEI=Product Involvement, Risk=Perceived Product Risk, PPQ=Perceived Product Quality,
NC=National Character, PD=Psychic Distance, PI=Purchase Intentions.
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TABLE 4.12
Confirmation of Discriminant Validity
Confidence Level around Phi
Germany/Winter Jackets Sample
Construct Pair

Phi Estimate

Confidence Interval
around Phi

PH - RISK

-.028

-.222 < <j> < .166

PH - PPQ

.494

.348 < <f> < .640

- nc

.562

.426 < <f> < .698

pn-PD

.200

.008 < <f> < .392

pn-pi

-.035

-22.7 < <f> < .157

RISK - PPQ

-.406

-.576 < 0 < .236

RISK - NC

-.371

-.549 < <f> < .193

RISK - PD

-.061

-.269 < 4 < .147

RISK - PI

-.294

-.482 < <f>< -.106

PPQ - NC

.846

.770 < <f> < .922

PPQ - PD

.233

.039 < <f> < A ll

PPQ - PI

.180

-.014 <<f> < .374

N C -PD

.544

.282 < <f>< .626

NC - PI

.187

-.009 <<f> < .383

PD -PI

-.025

-.229 < <f>< .179

ph

PII=Product Involvement, Risk=Perceived Product Risk, PPQ=Perceived Product
Quality, NC=National Character, PD=Psychic Distance, PI=Purchase Intentions.
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TABLE 4.13
Confirmation o f Discriminant Validity
Confidence Level around Phi
India/Shoes Sample
Construct Pair

Phi Estimate

Confidence Interval
around Phi

PII - RISK

-.088

-.270 < <f> < .094

PH - PPQ

-.074

-.250 < 4> < -102

pn-NC

-.058

-.232 <4>< .116

PII - PD

-.380

-.532 <4>< -.228

pn-pi

.280

-.038 <cf>< .378

RISK - PPQ

-.505

-.643 < 4> < -.367

RISK - NC

-.494

-.632 < <f> < -.356

RISK - PD

-.174

-.346 < <f> < -.002

RISK - PI

-.342

-.500 < <f> < -.184

PPQ - NC

.813

.743 <(f>< .883

PPQ - PD

.633

.533 <4>< .743

PPQ - PI

.530

.402 < <f> < .658

NC-PD

.700

.606 <4> < .794

NC - PI

.561

.441 < <t> < .681

PD -PI

.244

.082 < 4> < .406

PII=Product Involvement, Risk=Perceived Product Risk, PPQ =Perceived Product
Quality, NC=National Character, PD=Psychic Distance, PI=Purchase Intentions.
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TABLE 4.14
Confirmation of Discriminant Validity
Confidence Level around Phi
India/Winter Jackets Sample
Construct Pair

Phi Estimate

Confidence Interval around
Phi

PH - RISK

-.186

-.376 < <f>< .004

PH - PPQ

.254

.076 < <f> < .435

PH- NC

.202

.024 < <f>< .380

PII-PD

-.121

-.303 < 4> < -.061

pn-pi

.198

.016 < <f>< .380

RISK - PPQ

-.538

-.686 < <f> < -.390

RISK - NC

-.280

-.458 < <f> < -.102

RISK - PD

-.069

-.267 < 0 < .123

RISK - PI

-.250

-.434 < <f> < -.066

PPQ - NC

.825

.751 < cf> < .899

PPQ - PD

.510

.372 < <f>< .648

PPQ - PI

.579

.445 < <t> < .713

NC- PD

.692

.634 < (f> < .750

NC - PI

.538

.402 < (f> < .674

PD- PI

.385

.227 <<f> < .543

P II=Product Involvement, Risk=Perceived Product Risk, PPQ=Perceived Product
Quality, N C=N ational Character, PD=Psychic Distance, PI=Purchase Intentions.
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Measurement Invariance
In order to assess measurement invariance across the six samples, the
procedure recommended by MacKenzie, Podsakoff, and Fetter (1991) was
complied with. This procedure entailed comparison of two multi-sample models,
each with a different degree of restriction placed upon it. The results of this
procedure enable one to determine (1) if the factor structure is the same for
each sample, and (2) if the variance for each of the individual samples differ.
Unrestricted Multi-Sample Model. First, an analysis was done on an
unrestricted multi-sample model. This model contained the same pattern
structure of fixed and free coefficients for each of the six samples. However, no
restrictions were placed on the value of the coefficients, thereby allowing the
"best" coefficient to be computed for each sample. Thus, the values of the
coefficients could differ between the six samples. The x2 for this unrestricted
model was 4464.98 with 2376 degrees of freedom.
Restricted Multi-Sample Model. The second step of this procedure was
to test a multi-sample model with coefficients restrained to be invariant between
the six samples. Specifically, for this step of the analysis, the lambda x matrix
and the phi matrix were restrained to be invariant. The x2 for this restricted
model is 4818.92 with 2571 degrees of freedom.
Difference y2 Test. The third step of the procedure recommended by
MacKenzie, Podsakoff, and Fetter (1991) entailed a x2 difference test between
the unrestricted model and the restricted model. The x2 difference is 353 with
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195 difference in degrees of freedom. The x2 for the unrestricted model, which
is the proposed model, indicates a better fit than that of the restricted model.
Multi-Sample Test Of The Structural Model
In order to test the consistency or inconsistency of the hypothesized
causal structure with the data, covariance structural modeling was employed.
The objective of using structural equation modeling is that the procedure
provides an estimate of the hypothesized relationships among latent constructs,
while simultaneously accounting for the effects of random measurement error.
Thus, structural equation modeling provides a rigorous test of the theory
underlying the entire system (Bentler and Chou 1987; Bollen 1989; Joreskog and
Sorbom 1989).
The primary objective of the research was to test the proposed structural
model in order to determine if the model and the underlying theory warrant
further investigation. Then, if the model appeared to be workable, a secondary
objective was to examine the model under different experimental conditions.
Given the objectives of the research, it was determined that, instead of
attempting to achieve a near-perfect fit for one of the experimental conditions, it
would be more appropriate to test the model under several country/product
combinations. If the model worked under the different experimental conditions,
there would be evidence that the proposed model would be worthy of future
research endeavors. Keeping the objectives of the research in mind, it was
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determined that a GFI of .70 for the individual sample statistics would be
adequate.
Multi-Sample Analysis
For the study, data were collected from six mutually exclusive samples
from the same population. Thus, there is a separate sample for each of the six
experimental conditions. In order to analyze the data, the multi-sample
procedure, using LISREL VII, was employed (Joreskog and Sorbom 1989). This
technique enabled the data from all six samples to be analyzed simultaneously,
thereby providing fully efficient estimates of the parameters (Joreskog and
Sorbom 1989).
The following section reports the results of the multi-sample procedure
for the individual experimental conditions. First, the estimates for the gamma
parameters are briefly discussed. Next, the results of the multi-sample analysis
for the structural model are presented. Finally, the results of the specific
hypotheses tests are reported.
Comparison of the Gamma Parameters
Although the gamma parameters were not included in the hypotheses, it
is conceptualized that there would be significant relationships for these
parameters. However, the results were found to be equivocal.
Product Involvement - Perceived Product Quality. The product
involvement construct reflects respondents interest in the product (i.e., shoes or
winter jackets) in terms of (1) the importance of the product to the respondent;
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(2) the amount of concern for the product; (3) the relevance of the product; (4)
how much the product matters to the respondent; (5) respondent’s interest in
the product and (6) respondent’s perception of the significance of the product.
As indicated in Figure 1.1, product involvement
is conceptualized as an antecedent to perceived product quality, national
character and purchase intentions. The estimates for each of these parameters
are discussed briefly below.
First, the relationship from product involvement to perceived product
quality is examined. As indicated in Table 4.15, the parameter estimate o f .167
is the highest for the Germany/Shoes sample while the parameter estimate of .091 is the lowest for the China/Shoes sample.

This provides some evidence of

the specific experimental effect of country.
Product Involvement - National Character. As indicated in Table 4.15,
the relationship from product involvement to national character is significant for
all but one sample. Thus, it would appear that consumers who are more highly
involved with a product also tend to have acquired more information about the
citizens of the country from which the product originates. Specifically,
consumers who are highly involved with a product tend to view the citizens of
the country from which the product originates as more industrious, likeable
trustworthy, and with higher technical skills, than those who are not highly
involved with the product.
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Product Involvement - Purchase Intentions. The relationship between
product involvement to purchase intentions was found to be not significant in all
but one of the samples. Research on involvement indicates that individuals
process informational message cues differently based on the importance of the
product (Laurent and Kapferer 1985; Petty and Cacioppo 1980; Petty, Cacioppo
and Schuman 1983). The countiy-of-origin of a product serves as a cue
therefore providing information about a product. Thus, one would expect that
knowledge that a product originates from a given country would result in
differential processing of this information by individuals highly involved with the
product and those with lower levels of involvement.
Additionally one who is more involved with a product tends to have more
acquired information about the product. Thus one would expect that individuals
with a higher level of involvement would be more interested in shoes and/or
jackets of all kinds. Accordingly one would expect the relationship between
product involvement and purchase intentions to be positive. One could infer,
then, that the lack of a significant relationship between product involvement and
purchase intentions may be due to the specific products and countries chosen for
this study.
It should be noted that there is an inverse relationship between these
constructs when Germany is named as the country. Thus when product
involvement increases, the purchase intention of German shoes and German
winter jackets decreases. A likely explanation for this is that Germany’s
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strengths in terms of exported products are not focused in the two product
categories utilized for the dissertation research.
Perceived Risk - Perceived Product Quality. The perceived risk construct
addressed respondents’ (1) concern that the product (i.e., shoes or winter
jackets) would not work; (2) concern that the product might not be safe; (3)
concern that the product might not be worth its value in money; and (4) concern
that the product might create an inconvenience in terms of time spent to get
replacements or repairs done.
As indicated in Figure 1.1, perceived risk is conceptualized as an
antecedent to perceived product quality, national character and purchase
intentions. Based on previous research findings, as well as the literature review,
one would expect that as the perception of risk increases (1) perceived product
quality would decrease, (2) attitudes toward the industriousness and technical
skills of the country’s citizens would be less positive, and (3) purchase intentions
would decrease.
As indicated in Table 4.15, there is an inverse relationship between
perceived risk and perceived product quality for all six samples. Risk perception
is greater when the products from China and India than for products from
Germany. Furthermore, the relationship is significant for three of the samples.
Perceived Risk - National Character. There is an inverse relationship
between perceived risk to national character for all the samples. Furthermore,
this relationship is significant for three of the samples. Thus, it would appear
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that as the perception of product risk increases, the citizens of the country are
viewed less favorably. This would seem to be most pronounced in regards to
assessment of technical skills, industriousness, and management of the economy.
Perceived Risk - Purchase Intentions. The relationship between perceived
risk to purchase intentions is also shown to be negative. Thus, as perception of
product risk increases, purchase intentions for the product tends to decrease.
Psychic Distance - Perceived Product Quality. Psychic distance refers to
the perceived similarity between two countries. For this study, similarity is
measured in terms of similarity of (1) economic systems, (2) social values, (3)
lifestyles, (4) language, (5) political system, and (6) culture. It is conceptualized
that the greater the perceived similarity between two countries, the stronger the
relationship between psychic distance and perceived product quality, psychic
distance and national character, and psychic distance and purchase intentions.
Examination of Table 4.15 indicates that the relationship for psychic
distance to perceived product quality is significant only for the China/Winter
Jackets sample. There is an inverse relationship for the Germany/Shoes and the
Germany/Winter Jackets samples. The U.S. and Germany are perceived to be
more similar than the U.S. and China or India. Intuitively one would expect
that the more similar a country is to the U.S., the more likely it would be to be
considered as a source for shoes and other clothing. A possible explanation for
this finding is that U.S. consumers would anticipate paying as much for these
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products made in Germany as those made domestically and they are unwilling to
pay the price.
Psychic Distance - National Character. The relationship from psychic
distance to national character is significant for all but one of the samples. Thus,
it would appear that U.S. consumers view people from a more similar culture as
industrious, likeable, trustworthy, well educated people with refined tastes and
high technical skills who are managing their economy well,
Psychic Distance - Purchase Intentions. The relationship between psychic
distance and purchase intentions was found to be not significant. A possible
explanation for this occurrence may be due to the perception of dissimilarity
between the U.S. and China, Germany, and India, in terms of the economy,
culture, political systems social values, lifestyle, and language.
The image of a product made in a country with a cultural, economic or
political background that differs from that of the consumer has been found to
affect consumers’ willingness to buy. For example a study conducted in the U.S.
by Wang and Lamb (1980) found U.S. consumers most willing to purchase
products from politically free countries that were highly developed economically.
Another study viewed the environment of a product’s origin based on
cultural, political and economic differences. The results of this study indicated
that levels of economic development and political freedom significantly
influenced buyers’ willingness to purchase (Crawford and Lamb 1981).
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It is interesting to note that there is an inverse relationship between
psychic distance and purchase intentions for four of the samples, including the
two samples where Germany is named as the country. Germany is viewed as
being more similar to the U.S. than China or India.

High quality products are

generally associated with Germany. Moreover, Germany is known more for
products such as automobiles, where high quality denotes high price, than for
clothing products. Thus, a possible explanation for the inverse relationship when
Germany is the country is that U.S. consumers perceive the price to be too high.
Summary of Gamma Parameters
Examination of Table 4.15 indicates that there are several relationships
that the structural model does not seem to support. One would conjecture that
the cause for nonsignificance of several of the structural model parameters may
be due to the specific experimental effect. That is, the lack of significance for
several of the structural model parameters is theorized to be due to the specific
experimental variables. Furthermore the specific experimental effect of these
specific experimental variables may have resulted in destroying some of the
relationships in the structural model.
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TABLE 4.15
Com parison o f y Param eters
By Six Experim ental C onditions

PII-PPQ
Yu

PII-NC
Yn

PII-PI
Ysi

Sample

Std Estimate

CS

-.091

-.104

.076

No

CJ

.087

.963

.081

No

GS

.167

1.646

.097

No

GJ

.010

.1

.077

No

IS

.023

.265

.065

No

IJ

.027

.302

.051

No

Sample

Std Estimate

CS

.147

1.468

.064

No

cj

.277

2.58

.07

Yes

GS

.260

2.658

.119

Yes

GJ

.366

3.022

.075

Yes

IS

.176

2.023

.067

Yes

IJ

.216

2.245

.065

Yes

Sample

Std Estimate

CS

.234

2.531

.118

Yes

CJ

.054

.565

.114

No

GS

-.191

-1.502

.175

No

GJ

-.103

-.893

.154

No

IS

.150

1.627

.114

No

IJ

.077

.797

.148

No

t-Value

t-Value

t-Value

Standard Error

Standard Error

Standard Error

Sig

Sig

Sig

Table cont’d
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Risk-NC
Y
22

Risk-PI
Y
32

Std Estimate

t-Value

Standard Error

Sig

CS

-.117

-1.349

.099

No

a

-.327

-3.311

.121

Yes

GS

-.104

-1.132

.08

No

GJ

-.098

-.99

.086

No

IS

-.195

-2.106

.101

Yes

U

-.359

-3.219

.09

Yes

Sample

Std Estimate

t-Value

Standard Error

Sig

-1.722

.084

No

CS

t
O

Risk-PPQ
Y12

Sample

a

-.268

-2.464

.097

Yes

GS

-.121

-1.296

.101

No

GJ

-.305

-2.622

.08

Yes

IS

-.318

-3.535

.1

Yes

IJ

-.099

-1.059

.091

No

Sample

Std Estimate

t-Value

Standard Error

Sig

CS

-.189

-2.098

.153

Yes

a

-.019

-.18

.173

No

GS

.032

.352

.126

No

GJ

-.261

-2.141

.181

Yes

IS

.038

.38

.177

No

IJ

.041

.336

.267

No
Table cont’d
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PD-PPQ
Yu

PD-NC
Y23

PD-PI
Y33

Sample

Std Estimate

t-Value

Standard Error

Sig

CS

.049

.493

.101

No

CJ

.292

2.815

.106

Yes

GS

-.192

-1.162

.114

No

GJ

-.210

-1.941

.085

No

IS

.186

1.559

.089

No

IJ

-.054

-.47

.051

No

Sample

Std Estimate

t-Value

Standard Error

Sig

CS

.300

2.633

.086

Yes

CJ

.208

1.855

.083

No

GS

.646

4.737

.121

Yes

GJ

.292

2.406

.077

Yes

IS

.614

5.383

.087

Yes

IJ

.607

4.507

.072

Yes

Sample

Std Estimate

t-Value

Standard Error

Sig

CS

.045

.438

.154

No

cj

-.191

-1.661

.155

No

GS

-.356

-1.681

.234

No

GJ

-.109

-.799

.184

No

IS

-.179

-1.382

.156

No

IJ

.141

1.127

.15

No

P II=Product Involvement, Risk=Perceived Product Risk, PPQ=Perceived Product Quality,
N C=N ational Character, PD=Psychic Distance, PI=Purchase Intentions, CS=China/Shoes,
CJ=China/W inter Jackets, GS=Gennany/Shoes, GJ=Germany/W inter Jackets, IS=India/Shoes,
D = India W inter Jackets, Sig=Significance.
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China/Shoes Sample: Tested Structural Model
The experimental condition China/Shoes resulted in a GFI of .750. As
presented in Figure 4.1, four of the twelve paths were found to be significant
for the structural model: (1) national character to perceived product quality /?32;
(2) product involvement to purchase intentions y31; (3) perceived risk to purchase
intentions y32; and (4) psychic distance to national character

The path from

risk to purchase intentions is negative.

Product
Involvem ent

Perceived
Product
Quality

.171
Purchase
Intention

Perceived
Risk

-.189

Ptychic
Distance

Figure 4.1. Specific Experimental Effects on Structural Model with China as the
country and Shoes as the product.
* denotes significant path
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China/Winter Jackets Sample: Tested Structural Model
The tested structured model for the experimental condition China/Winter
Jackets is presented in Figure 4.2. The GFI for the model is .753. Six of the
twelve paths are significant for the model: (1) perceived product quality to
purchase intention jB3l; (2) national character to perceived product quality j332;
(3) product involvement to national character y21; (4) risk to perceived product
quality y21; (5) risk to purchase intentions y32; and (6) psychic distance to
perceived product quality y 13.

Product
'
Involvement

.054

Perceived
Product
Quality
Purchase
Intention
Perceived
Risk

National
Character

Psychic
Distance

Figure 4.2. Specific Experimental Effects on Structural Model with China as the
country and Winter Jackets as the product.
* denotes significant path
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Germanv/Shoes Sample: Tested Structural Model
The experimental condition Germany/Shoes resulted in a GFI of .759.
As presented in Figure 4.3, the paths between (1) national character to perceived
product quality /?32; (2) product involvement to national character y21; and
(3) psychic distance to national character y^ are significant.

Product
'
Involvement

Perceived
Product
Quality

oCM
Perceived
Risk

Purchase
Intention

.032

N ational
Character

Psychic
D istance

Figure 4.3. Specific Experimental Effectson Structural M odel with Germany as the
country and Shoes as the product.
* denotes significant path.
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Germany/Winter Jacket Sample: Tested Structural Model
The GFT for the experimental condition Germany/Winter Jackets is .746.
Figure 4.4 presents the tested structural model, indicating the five paths found to
be significant for the structural model under this specific experimental condition:
(1) national character to perceived product quality /332; (2) product involvement
to national character y21; (3) risk to national character y^; (4) risk to purchase
intentions y32; and (5) psychic distance to national character y^.

Product
'
Involvement

-.103

Perceived
Product
Quality

-.049
Purchase
Intention

Perceived
Risk

-.261 *

O ia racter

Psychic
Distance

7igure 4.4. Specific Experimental Effects on Structural Model with Germany
as the country and Winter Jackets as the product.
* denotes significant path
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India/Shoes Sample: Tested Structural Model
The experimental condition India/Shoes resulted in a GFI of .774 for the
structural model. There were six paths found to be significant: (1) national
character to perceived product quality /332; (2) national character to purchase
intentions 0 32; (3) product involvement to national character y21; (4) risk to
perceived product quality yl2; (5) risk to national character y^; ^ d (6) psychic
distance to national character y^. The results are presented in Figure 4.5.

Product
'
Involvement

.150

Perceived
Product
Quality

-/■

Purchase
Intention
Perceived
Risk

.038

'a *

National
Character

Psychic
Distance

!rigure 4.5. Specific Experimental Effects on Structural M odel with India as
the countiy and Shoes as the product.
* denotes significant path
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India/Winter Jackets Sample: Tested Structural Model
The structural model for the experimental condition India/Winter Jackets
has a GFI of .742. Four of the twelve paths were found to be significant.
Significant differences were found for: (1) national character to perceived
product quality /332; (2) product involvement to national character y2x;
(3) risk to perceived product quality Yi2; and (4) psychic distance to national
character Yzj-

Product
'
Involvement

077
Perceived
Product
Quality
Purchase
Intention
Perceived
Risk

.041

National
Character

Figure 4.6. Specific Experimental Effects on Structural M odel with India as
the country and Winter Jackets as the product.
* denotes significant path
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Results of Hypotheses Tests
This section presents the results of the hypotheses tests. Underlying the
four specific hypotheses tested for the study are the following suppositions: (1)
select global experimental variables impact the parameters of the structural
model presented in Figure 1.1; (2) country-of-origin impacts the parameters of
the structural model presented in Figure 1.1; and (3) product type impacts the
parameters of the structural model presented in Figure 1.1.
Hypothesis One
Hypothesis One is stated as:
HI: The global experimental model will work under all country/product
specific conditions.
Hypothesis One was tested by the following research questions:
R1a: The global experimental model will not have an adequate fit
for the specific experimental effect of China as the country and
Shoes as the product.
R1B: The global experimental model will not have an adequate fit
for the specific experimental effect of China as the country and
Winter Jackets as the product.
R1C: The global experimental model will not have an adequate fit
for the specific experimental effect of Germany as the country and
Shoes as the product.
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R1D: The global experimental model will not have an adequate fit
for the specific experimental effect of Germany as the country and
Winter Jackets as the product.
R1E: The global experimental model will not have an adequate fit
for the specific experimental effect of India as the country and
Shoes as the product.
R1F: The global experimental model will not have an adequate fit
for the specific experimental effect of India as the country and
Winter Jackets as the product.
Hypothesis One Results. As previously discussed, it had been determined
a priori that a GFI of .70 would be considered to be an adequate fit for
purposes of the current research. The results of the multi-sample structural
equation model resulted in GFI of .750 for the China/Shoes sample, .753 for the
China/Winter Jackets sample, .759 for the Germany/Shoes sample, .746 for the
Germany/Winter Jackets sample, .774 for the India/Shoes sample, and .742 for
the India/Winter Jackets sample. Since the GFI for each of the six samples (i.e.,
experimental units) exceeded the .70 level, the six research questions regarding
Hypothesis One were rejected. Thus, the multi-sample analysis provides support
for Hypothesis One.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

168
Hypothesis Two
Hypothesis Two is stated as:
H2: The path j331 in the global experimental model will be
significant.
Hypothesis Two was tested by the following research questions:
Rm: The path /?31 in the global experimental model will not be
significant for the specific experimental effect of China as the
country and Shoes as the product.
R2B: The path /?31 in the global experimental model will not be
significant for the specific experimental effect of China as the
country and Winter Jackets as the product.
R2C: The path /33l in the global experimental model will not be
significant for the specific experimental effect of Germany as the
country and Shoes as the product.
R^: The path /331 in the global experimental model will not be
significant for the specific experimental effect of Germany as the
country and Winter Jackets as the product.
Rje: The path /331 in the global experimental model will not be
significant for the specific experimental effect of India as the
country and Shoes as the product.
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R2F: The path /331 in the global experimental model will not be
significant for the specific experimental effect of India as the
country and Winter Jackets as the product
Hypothesis Two Results. The results of the multi-sample technique were
used to test the research questions regarding the second hypothesis. Specifically,
an examination of the path from perceived product quality to purchase
intentions was examined for the six samples. The path /331 was found to be not
significant in all except one of the six experimental conditions. As indicated in
Table 4.16, the T-value for the China/Winter Jackets sample indicates a
significant parameter estimate. Thus, R2B lends support for the hypothesis.
However, since the other five research questions used to test Hypothesis Two
were not disproved, there is minimal support for Hypothesis Two.
TABLE 4.16

Pn

Perceived Product Quality to Purchase Intentions
For Six Experimental Conditions

PPQ-PI
Ai

Sample

Std Estimate

t-Value

Standard Error

Sig

CS

.171

1.615

.157

No

CJ

.331

2.376

.184

Yes

GS

.070

.381

.259

No

GJ

-.049

-.215

.391

No

IS

.209

1.545

.219

No

IJ

.388

1.96

.537

No

PPQ=Perceived Product Quality, PI=Purchase Intentions, CS=China/Shoes, CJ=China/W inter
Jackets, GS=Germany/Shoes, GJ=Gerraany/W inter Jackets, IS=India/Shoes, U=IndiaAVinter
Jackets.
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Hypothesis Three
Hypothesis Three is stated as:
H2: The path /332 in the global experimental model will be
significant.
Hypothesis Three was tested by the following research questions:
R3a: The path /J32 in the global experimental model will not be
significant for the specific experimental effect of China as the
country and Shoes as the product.
R3B: The path /J32 in the global experimental model will not be
significant for the specific experimental effect of China as the
country and Winter Jackets as the product.
R3C: The path /?32 in the global experimental model will not be
significant for the specific experimental effect of Germany as the
country and Shoes as the product.
R3D: The path /332 in the global experimental model will not be
significant for the specific experimental effect o f Germany as the
country and Winter Jackets as the product.
R3E: The path /332 in the global experimental model will not be
significant for the specific experimental effect of India as the
country and Shoes as the product.
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R3F: The path jS32 in the global experimental model will not be
significant for the specific experimental effect of India as the
country and Winter Jackets as the product
Hypothesis Three Results. The results of the multi-sample technique
were used to test the research questions regarding the second hypothesis. As
indicated in Table 4.17, /332 is significant for all six experimental conditions.
Consequently, all six of the research questions used to test Hypothesis Three
must be rejected. Therefore, there is strong support for the third hypothesis.
TABLE 4.17
@ 32

National Character to Perceived Product Quality
For Six Experimental Conditions

NC-PPQ
@32

Sample

Std Estimate

t-Value

Standard Error

Sig

CS

.466

3.98

.157

Yes

CJ

.280

2.417

.16

Yes

GS

.729

3.634

.159

Yes

GJ

.786

3.917

.25

Yes

IS

.501

3.657

.135

Yes

IJ

.673

3.481

.16

Yes

NC=National Character, PPQ=Perceived Product Quality, CS=China/Shoes, CJ=China/W inter
Jackets, GS=Geimany/Shoes, GJ=Germany/W inter Jackets, IS=India/Shoes, U=India/W inter
Jackets.

Hypothesis Four
Hypothesis Four is stated as:
H4: The path /?12 in the global experimental model will be
significant.
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Hypothesis Four was tested by the following research questions:
R4a: The path /312 in the global experimental model will not be
significant for the specific experimental effect of China as the
country and Shoes as the product.
R4B: The path /312 in the global experimental model will not be
significant for the specific experimental effect of China as the
country and Winter Jackets as the product.
R4C: The path /312 in the global experimental model will not be
significant for the specific experimental effect of Germany as the
country and Shoes as the product.
R4D: The path /312 in the global experimental model will not be
significant for the specific experimental effect of Germany as the
country and Winter Jackets as the product.
R4E: The path /312 in the global experimental model will not be
significant for the specific experimental effect of India as the
country and Shoes as the product.
R4F: The path /312 in the global experimental model will not be
significant for the specific experimental effect of India as the
country and Winter Jackets as the product.
Hypothesis Four Results. The results of the test for the fourth hypothesis
are presented in Table 4.18. The path /Jl2 is significant for only one of the
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experimental units, the India/Shoes sample. Thus, since only research question
R4E can be disproved, there is weak support for the fourth hypothesis.
TABLE 4.18

Pn
National Character to Purchase Intentions
By Six Experimental Conditions

NC-PI
P\2

Sample

Std Estimate

t-Value

Standard Error

Sig

CS

-.055

-.468

.237

No

CJ

.239

1.877

.232

No

GS

.405

1.515

.335

No

GJ

.171

.662

.556

No

IS

.426

2.7

.251

Yes

IJ

.024

.127

.422

No

NC=National Character, PI=Purchase Intentions, CS=China/Shoes, CJ=China/W inter Jackets,
GS=Germany/Shoes, GJ=Germany/W inter Jackets, IS= India/Shoes, U=India/W inter Jackets.

Specific Experimental Effect: Analysis
The primaiy objective of the research was to test a proposed model of
purchase intentions. More specific, the proposed model incorporates constructs
that are postulated to have a direct and/or indirect effect on purchase intentions
when the product being considered is from a country of origin other than the
consumers’. The constructs theorized to be antecedents to purchase intention
were: (1) product involvement; (2) perceived risk; (3) psychic distance; (4)
perceived product quality; and (5) national character. This model was tested and
the fit was considered adequate, indicating that this area is worthy of future
research.
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As stated previously, one of the assumptions of the research is that
country of origin and product type may be viewed as global experimental
variables, and that the effect that these two variables have on the structured
model presented in Figure 1.1 is a global experimental effect. However, it would
be illogical to ask the question, "What do you think of a product from a
country?" Therefore, questions for the research were asked about a specific
country/product combination, resulting in a specific experimental effect.
Consequently, every cell in the experimental design was exposed to a different
specific experimental effect. That is, every sample responded to the same
questions; only about a different product/country combination, than did the
other samples.
If there are no global experimental effects due to country of origin and
product type, one would conjecture that (1) the goodness of fit indices for the
specific experimental effects would be equal across groups and (2) the parameter
estimates, for the same parameter, would be equal across groups. Accordingly, a
differences in the fit indices and the parameter estimates would tend to indicate
the presence of the global experimental effect.
Evidence that there may be a global experimental effect due to country of
origin and product is provided by: (1) nonsignificance of several of the structural
model parameters that would be expected to be significant, (2) differences in the
parameter estimates, for the same parameter, between experimental units; and
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(3) differences in GFI for the different experimental units. One could
conjecture that these findings are due to the global experimental effect.
Combined Samples Multi-Sample Analysis
Although not part of the proposed research methodology, it was decided
to run a multi-sample analysis with the six samples combined, for both the
measurement model and the structural model. The supposition was that the
combined samples may negate the impact of the specific experimental variables.
For the measurement model, GFI = .879, AGFI = .858, x2 = 1769.55 with 396
degrees of freedom. For the structural model, GFI = .900, AGFI = .881, x2 ='
1265.33 with 390 degrees of freedom.

The question then arises if the lower fit

indices under the specific experimental effects are due to the effect of the global
experimental effects. Although it is beyond the scope of the present research to
analyze this occurrence, it does provide an interesting topic for future research.
Data Analysis Conclusion
The findings reported herein lend support to the proposed model of
purchase intentions. The fact that the model worked under six different
experimental conditions provides further evidence that, although additional
research is needed, the theory is plausible.

Additionally, evidence, although not

conclusive evidence, was found for the global experimental effect of country of
origin and product type.
This chapter reported demographic information related to gender, age
education, marital status, and household income, for the six samples. The results

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

176
of the tests for measurement properties of the measurement models, for each of
the samples were then presented.
Next, the results of tests for the confirmation of internal consistency and
discriminant validity, and the procedures used to test for measurement
invariance were discussed. Finally, the results of the multi-sample test of the
structural model and the specific hypotheses tests were reported.
The next chapter summarizes the research, lists limitations of the study,
and suggests areas for future research.
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CHAPTER FIVE
CONCLUSIONS, LIMITATIONS, IMPLICATIONS AND
RECOMMENDATIONS FOR FUTURE RESEARCH

Introduction
Chapter Five consists of three sections. The first section provides a
summary of the results of the dissertation research. The second section
discusses limitations of the research. Implications of the findings and
recommendations for future research are discussed in the final section.
Summary of the Research
The primary objective of this study was to advance theory by developing
and testing a model of purchase intentions of imported goods. It was proposed
that (1) product involvement, (2) perceived risk, (3) psychic distance, (4)
perceived product quality, and (5) national character would directly or indirectly
affect purchase intentions of imported goods.
A secondary objective of the research was to determine if country-oforigin and product type may be viewed as global experimental variables, thereby
having a global experimental effect on the parameters of the proposed model.
In order to address this issue, two products (Shoes and Winter Jackets) and
three countries (China, Germany and India), were employed in the research
design as specific experimental variables.

177
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Before the proposed model could be tested, scale development
procedures were undertaken in order to develop measures of the proposed
constructs. The scale development procedures for the dissertation research
consisted of a review of the literature and two pretests. The literature review
resulted in a total of 95 items being generated for the six constructs. Following
the item generation step, ambiguous items and overlapping issues were
eliminated. To further reduce the number of items in each scale, judges were
used to determine the representativeness of each item to its construct. The
remaining items, which were considered to encompass the domain of the six
constructs, were retained for assessment of their psychometric properties.
The research consisted of three phases of data collection. In the first
phase, an initial pool of items was examined, using standard psychometric
procedures. In the second phase, a reduced set of items was administered to a
separate sample in order to verify the reliability of the six individual scales.
Subsequent scale item analysis resulted in reliable and valid measures that were
administered to a third sample of respondents.
Upon completion of the scale development procedures, the proposed
model was tested under one experimental condition. This allowed the basic
question "does the proposed model work?" to be answered. A negative answer
to this question would have indicated that the proposed theoiy may not be an
adequate representation of reality, and therefore not worth pursuing.
Furthermore, an answer in the affirmative to the first question would not
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provide convincing evidence that the model would work when subjected to
different country/product combinations.
The initial test of the structural model indicated that it showed potential
assess consumer purchase intentions of an imported product. Consequently, the
question was asked, "if the model works under one experimented condition, will
it work under other experimental conditions (i.e., country/product
combinations)?"

In an attempt to answer this question, the model was tested

under the following experimental conditions: (1) China as the country, and Shoes
as the product, (2) China as the country, and Winter Jackets as the product, (3)
Germany as the country, and Shoes as the product, (4) Germany as the country,
and Winter Jackets as the product, (5) India as the country, and Shoes as the
product, and (6) India as the country, and Winter Jackets as the product.
In order to confirm that the scales remained reliable and valid under all
experimental conditions, procedures such as those employed in the pretests were
performed. Additionally, confirmatory factor analysis was employed to (1) assess
the measurement model for each of the individual experimental units
individually, and (2) assess the overall measurement model by the multi-sample
procedure. Further analysis was conducted in order to assess measurement
invariance across the six samples.
Covariance structural modeling was utilized to test the proposed model
In order to analyze the data, the multi-sample procedure, using LISREL VII
(Joreskog and Sorbom 1989) was employed. Since (1) the objective of this
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research was not attainment of a near-perfect model fit, but rather to test the
proposed theory under various experimental conditions, and (2) models with
many parameters estimated seldom have a good fit, the overall model fit was
deemed adequate over all the experimental conditions. Furthermore, since the
parameter estimates and fit indices were not equal between groups, there is
evidence of the globed experimental effect of country of origin and product on
the structural model.
The findings support hypothesis one. Specifically, the global experimental
model worked under all six country/product specific conditions examined as part
of the research. This outcome is encouraging since it indicates that the
proposed model of purchase intentions is feasible, and therefore worthy of
future research.
Minimal support was found for hypothesis two. Only one of the six
experimental conditions demonstrated a significant parameter estimate for /331.
Studies reported in the literature review in Chapter Two indicated that
perception of product quality affects purchase intention. Thus, a possible
explanation for this finding is that it may be due to the global experimental
effect. The same explanation can be given for the findings for the fourth
hypothesis. /312 was significant for only one of the experimental units, providing
minimal support for the fourth hypothesis.
Strong support was found for the third hypothesis which investigated the
relationship from national character to perceived product quality. This

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

181
relationship was found to be more significant than the relationship to purchase
intentions for the perceived product quality construct, as well as the national
character construct.
Limitations of the Research
The findings are subject to several limitations. This section summarizes
several issues which should be taken into consideration when examining the
results of the research.
First, as with virtually any research study, it is possible that the nature of
the stimuli, respondents, and measurement instruments may have affected the
magnitudes, or even the directions, of the results reported herein. Thus, the
possibility exists that different samples, different experimental situations, and/or
different measurement techniques may have resulted in findings that are either
more or less significant than those represented by the present data.
For example, the present study investigated the global experimental effect
of two global experimental variables on the structural parameters of the
proposed theoretical model. The global experimental variables used for the
study were (1) product and (2) country-of-origin. The research design was
limited to the use of two products and three countries. It is possible that the
choice of different products and/or countries may have resulted in different
findings. And, as such, the results of the study may not apply to other
country/product combinations. Thus, further research is needed to generalize
the findings for other products and countries. Furthermore, the study
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considered only two variables that may function as global experimental variables.
Other variables, not examined in this study, may also serve as global
experimental variables for a model of purchase intentions. However, it was
beyond the scope of the study to investigate this aspect any further.
A possible limitation concerns the use of convenience sampling for the
study. For example, the study attempted to ensure representativeness of the
population with respect to age, education, household income, and gender.
However, one of the samples was slightly skewed toward younger respondents.
Moreover, the research relied on self-administered measurement instruments.
As with all self-reported data, the possibility for bias exists.
Implications and Recommendations for Future Research
This study focused on the development of a basis for a theory of purchase
intentions when the product under consideration is imported from another
country. The research also investigated the validity of country of origin and
product as global experimental variables.
The proposed conceptual model was found to have an adequate fit under
six experimental conditions, indicating that the proposed theory is worthy of
future research that will help contribute to theory of consumer purchase
intentions of imported products. A better understanding of this aspect of
consumer behavior would contribute to the development of competitively
effective domestic and international marketing strategies.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

183
The investigation was limited to the constructs hypothesized in the model
presented in Figure 1.1. Future research should utilize the findings of this study
to further examine and expand upon the proposed model.
Further investigation of the conceptual model, with some of the paths
allowed to be recursive, warrants further analysis. Moreover, there are
indications that purchase intentions may be an antecedent to perceived product
quality. Thus, model respecification should be investigated.
The country-of-origin of a product is one information cue that has been
shown to be important for the evaluation of consumer products (Bilkey and Nes
1982). An interesting research area would be to determine how this information
is acquired, and what and/or who are the primary sources of this information.
Furthermore, it would be interesting to know the types of information that are
the most influential in a consumer’s purchase intentions when the choice set
contains an imported product.
In summary, the dissertation research has contributed to the development
of theory in the area of purchase intentions by contributing to our knowledge
and understanding of purchase intentions of a non-domestic product. Moreover,
utilizing the results of the research will be beneficial to managers in the strategic
planning process.
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September 1996
I would appreciate your assistance with this research project on attitudes toward purchasing a
product. This study is part of a research project being conducted by the Department of
Marketing at Louisiana State University.
All you need to do is complete this questionnaire, which should take approximately 10 minutes.
If you do not wish to participate, simply give the questionnaire back to the person who gave it to
you. Responses will be completely anonymous; your name will not appear anywhere on the
questionnaire.
If you have any questions regarding this research, contact Ms. Ruth Lumb or Dr. Darden at the
Department of Marketing, 3127 CEBA, Louisiana State University, Baton Rouge LA 70803.
Thank you for your time.
Ruth Lumb
Project Coordinator
1996
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This questionnaire consists of several different scales, each dealing with a specific aspect o f how a product
is viewed. Please respond to the individual statements in the following manner.
If you feel that the product is very closely related to one end o f the scale, you should place your check mark
as follows:
Unimportant

X

2

3

4

5

6

7

Important

6

X

Important

or
Unimportant

1

2

3

4

5

If you feel that the product is quite closely related to one o r the other end o f the scale (but not extremely),
you should place your check mark as follows:
Appealing

1

2

3

4

5

X

7

Unappealing

6

7

Unappealing

or
Appealing

1

X

3

4

5

If you feel that the product seems only slightly related to one or the other end o f the scale (but not really
neutral), you should place your check mark as follows:
Uninterested

1

2

X

4

5

6

7

Interested

6

7

Interested

or
Uninterested

1

2

3

4

X

IMPORTANT:

1) Be sure that you check every question on each scale; do not omit any question.
2) Never put more than one check mark for a single item.
Make each item a separate and independent judgement. W ork at fairly high speed through this
questionnaire. Do not worry or puzzle over individual items. It is your first impressions, the immediate
feelings about the items, that we want. On the other hand, please do not be careless, because we want your
true impressions.

Page 1
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The purpose of this study is to measure a person’s involvement or interest in winter jackets. To take this
measure, we need you to judge winter jackets against a scries of descriptive scales according to how you
perceive the product.

1.

Im portant

2.

Of No Concern

3.

Irrelevant

4.

Means A Lot to
Me

5.

Useless

6.

Valuable

7.

Trivial

8.

Beneficial

9.

M atters to Me

Unimportant
Of Concern to Me
Relevant
Means Nothing to Me

Useful
Worthless
Fundamental
Not Beneficial
Doesn’t M atter

10.

Uninterested

11.

Significant

Insignificant

12.

Vital

Superfluous

13.

Boring

14.

Unexciting

Exciting

15.

Appealing

Unappealing

16.

M undane

Fascinating

17.

Essential

18.

Undesirable

19.

Wanted

20.

N ot Needed

Interested

Interesting

Nonessential
Desirable
Not W anted
Needed

2
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If you were going to buy a winter jacket made in Germany, how concerned would you be about the
following? Please indicate your degree of agreement or disagreement with the following statements by
marking with an X the response which best reilects whether you Strongly Agree, Agree, Neither Agree nor
Disagree, Disagree, or Strongly Disagree.

21.1would personally be concerned
Strongly Agree

Agree

22.1would personally be concerned
Strongly Agree

Agree

that the winter jacket might not work at all.
Neither Agree
Nor Disagree

Disagree

Strongly
Disagree

that the winter jacket might not be safe.
Neither Agree
Nor Disagree

Disagree

Strongly
Disagree

2 3 .1 would personally be concerned that the winter jacket might not fit well with my
self-image.
Strongly Agree

Agree

Neither Agree
Nor Disagree

Disagree

Strongly
Disagree

2 4 .1 would personally be concerned that the winter jacket might negatively affect the
way others think about me.
Strongly Agree

Agree

Neither Agree
Nor Disagree

Disagree

Strongly
Disagree

2 5 .1 would personally be concerned that the winter jacket might not be worth its value
in money.
Strongly Agree

Agree

Neither Agree
Nor Disagree

Disagree

Strongly
Disagree

2 6 .1 would personally be concerned that the winter jacket might create an
inconvenience in terms of the time I would have to spend to get replacements or repairs
done.
Strongly Agree

Agree

Neither Agree
N or Disagree

Disagree

Strongly
Disagree

Please indicate how you would rate winter jackets on its riskiness.
27.

G reat Deal of Risk

No Risk at
All

3
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For each question below mark the number which best describes your impression
of the products made in Germany.
28.

Expensive

1 2

3

4

5

6

7

Inexpensive

29.

Reliable

1 2

3

4

5

6

7

Unreliable

30.

Exclusive

1 2

3

4

5

6

7

Common

31.

M odem Design

1

2

3

4

5

6

7

Conservative Design

32.

High Quality

1 2

3

4

5

6

7

Low Quality

33.

U pper Class

1 2

3

4

5

6

7

Lower Class

34.

Poor Service and
Warranty

1 2

3

4

5

6

7

G ood Service and
W arranty

35.

Not Proud to Own

1 2

3

4

5

6

7

Proud to Own

36.

Not Attractive

1 2

3

4

5

6

7

Attractive

37.

Needs Frequent
Repairs

1 2

3

4

5

6

7

D oes Not Need
Frequent Repairs

38.

Difficult to Service

1 2

3

4

5

6

7

N ot Difficult to
Service

39.

Cheaply Put Together

1 2

3

4

5

6

7

Not Cheaply Put
Together

40.

Sold in Many Countries

1

2

3

4

5

6

7

N ot Sold in Many
Countries

41.

Advertising Informative

1 2

3

4

5

6

7

Advertising Not
Informative

42.

Not a Good Value

1 2

3

4

5

6

7

G ood Value

43.

Prestigious

1 2

3

4

5

6

7

N ot Prestigious

44.

Exterior Design
Attractive

1 2

3

4

5

6

7

Exterior Design Not
Attractive

In general, how confident arc you in your answers on the abov
Germany?
45.

Not Very Confident

1 2

3

4

5

6

7

Very Confident

4
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For each question below mark the number which best describes your impression or Germany and its
people.
46.

N ot Managing
Economy Well

1 2

3

4

5

6

7

Managing Economy
Well

47.

N ot Industrious

1 2

3

4

5

6

7

Industrious

48.

H as M ajor Role in
World Politics

1 2

3

4

5

6

7

Has M inor Role in
World Politics

49.

Refined Tastes

1 2

3

4

5

6

7

Not Refined Tastes

50.

Likable

1 2

3

4

5

6

7

Not Likeable

51.

N ot Trustworthy

1 2

3

4

5

6

7

Trustworthy

52.

Does N ot W ant More
Investment

1 2

3

4

5

6

7

W ants M ore
Investment

53.

Wants Closer Ties

1 2

3

4

5

6

7

Does N ot Want
Closer Ties

54.

Well Educated

1 2

3

4

5

6

7

Not Well Educated

55.

H ard Working

1 2

3

4

5

6

7

Not H ard Working

56.

Do Not Achieve High
Standards

1 2

3

4

5

6

7

Achieve High
Standards

57.

High Standard o f
Living

1 2

3

4

5

6

7

Low Standard o f
Living

58.

Low Technical Skills

1 2

3

4

5

6

7

High Technical Skills
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For each question below m ark the num ber which best describes your impression of Germany’s similarity to
the United States.
59.

Economically Similar

1 2

3

4

5

6

7

Not Economically
Similar

60.

Social Values Not
Similar

1 2

3

4

5

6

7

Social Values Similar

61.

Lifestyle Similar

1 2

3

4

5

6

7

Lifestyle N ot Similar

62.

Language N ot Similar

1 2

3

4

5

6

7

Language Similar

63.

Educational Level
Similar

1 2

3

4

5

6

7

Educational Level Not
Similar

64.

Technologically Not
Similar

1 2

3

4

5

6

7

Technologically Similar

65.

Politically Similar

1 2

3

4

5

6

7

Politically N ot Similar

66.

Not Culturally Similar

1 2

3

4

5

6

7

Culturally Similar

6

7

Not A t All Familiar

How familiar arc you with Germany and its people?
67.

Extremely Familiar

1 2

3

4

5

How much do you know about Germany?

68.

Know A Lot About It

1 2

3

4

5

6

7

Know A Little About
It

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

213
69. Would you purchase a product made in Germany?
Unlikely

1 2

3

4

5

6

7

Likely

7

Unlikely

70. Would you purchase a winter jacket made in Germany?
Likely

71.

1 2

3

4

5

6

Would you purchase a winter jacket if it was made in another country other than
Germany?
Yes

1 2

3

4

72. Have you ever bought a winter ja c k e t?

5

Y es

6

7

No

No

73. Please indicate how often you have bought a winter jacket within the last 2 years?

74. Do you remember the name of the country in which the last winter jacket you
bought was m anufactured?
Y es
No
75. If you responded Yes to no. 74, which country?____________________
76. How likely is it that you will purchase a winter jacket within the next month?
Unlikely

1 2

3

4

5

6

7

Likely

77. How likely is it that you will purchase a winter jacket within the next 6 months?
Unlikely

1 2

3

4

5

6

7

Likely

78. How likely is it that you will purchase a winter jacket within the next 12 months?
Unlikely

1 2

3

4

5

6

7

Likely

4

5

6

7

Extremely Familiar

79. How familiar are you with winter jackets?
Not at all Familiar

1 2

3

7
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80. Have you ever bought a product from G erm any?

Yes

No

81. If you responded Yes to no.80, what was the product?_____________________
82. Please indicate how often you have bought a product from Germany within the last
2 y ears?_____

83. How likely is it that you will purchase a product from Germany within the next
month?
Unlikely

1 2

3

4

5

6

7

Likely

84. How likely is it that you will purchase a product from Germany within the next 6
months?
Unlikely

1 2

3

4

5

6

7

likely

85. How likely is it that you will purchase a product from Germany within the next 12
months?
Unlikely

1 2

3

4

5

6

7

Likely

86.

How many of Germany’s products have you purchased? Check one of the
following.
None

A few

A lot

87. Assume that you are considering buying a winter jacket. The only information
available to you at this point is that the winter jacket you are looking at is manufactured
in Germany. What is your attitude toward buying a winter jacket manufactured in
Germany?
Favorable

1 2

3

4

5

6

7

Unfavorable

88. Assume that you are considering a product. T he only information available to you
at this point is that the product you are looking at is manufactured in Germany. What
is your attitude toward buying a product manufactured in Germany?
Negative

1 2

3

4

5

6

7

Positive

8
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Please tell us a little about yourself:
89.

G ender

90.

Martial Status:______ ___Single
Widowed

91.

Age:
U nder 18
36-40
61-65

92. Education:

Male

18-20
41-45
Over 65

Female

Married
Separated

21-25
46-50

26-30
51-55

__Less than High School
High School Diploma or GED

Some College

Divorced

31-35
56-60

___BA/BS
BA /BS+

MA/MS +
Doctorate

__ MA/MS

Doctorate +

_ AA
93. Are you currently employed?

Y es

No

94. Which o f the following classifications comes closest to describing your occupation?
(Please check the appropriate response)
Accountant/CPA
______ Office W orker
Architect
______ Plant W orker
Armed Services
______ Police / Fireman
Business Owner/Proprietor
Postal Services
Consultant
Real Estate
D octor
______ Sales Person/Sales Clerk
______ Service Clerk (cashier, waitress, etc)
Engineer
Executive
______ Stock Broker
Government Employee
Student
Homemaker
Teacher
Insurance Salesman
______ Self employed
Lawyer
______ Retired
M anager
95. Have you ever worked in another country?

Yes

No

96. If you answered Yes to question 95, which country/countries?___________________
97. Have you ever traveled to another country? (Including C anada and Mexico):
Yes
No
98. If Yes, which country/countries? _____________________________________
Most recent y e a r?
Most recent length of stay? _
99. Have you ever traveled to G erm any?

Yes

No

100. How many people live in your home
over the age of 1 8 _______

under the age o f 18

9
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101. What is your yearly household income?
Under 510,000
___$40,000-549,999
$10,000-519,999 ___ $50,000-559,000
$20,000-529,999 ___ $60,000-569,999
$30,000-539,999 ___ $70,000-579,999

___$80,000-589,999
___$90,000-599,999
$100,000-5149,999
___Over 5150,000

We would like to know how many generations your family has been in the United States. An example o f a
generation is, if your grandparents came to the U nited States your parents would be 1st generation; if your
great-grandparents (your parents grandparents) cam e to the United States your parents would be 2nd
generation.

102. How many generations has your father’s family lived in the United States?________
103. How many generations has your mother’s family lived in the United States?_______
104. My ethnicity is (Please check one):
Asian, Asian American or Oriental
Black or African American
Hispanic or Latino
White, Caucasian, European, not Hispanic
American Indian
Mixed; parents from two different groups
Other (write in ):_________________________________________________________

105.

Do you associate your ethnic heritage with any of the following countries?
Please check all appropriate countries.
China (PRC)
India

___France
___Italy

___Germany
___Spain

THANK YOU FO R YOU R COOPERATION
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